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A  Customized  Trade 
Show  for  the  Americas 

Worldwide  introductions  of  the 
hottest  new  technologies 

Live  equipment  demonstrations  of  the 
latest  applications  and  workflow  solutions 

Learn  something  new — over  50  seminars 
in  20  education  categories 

Network  with  industry  experts  and  peers 


Explore  Equipment  &  Products  of 
Interest  to  YOU 


Hybrid  Production 
Digital  Presses 
(hardware  &  software) 
Offset  Presses 
C  I  P  &  associated  Plate 
Bending/ Punching 


Production  Workflow 
UV  &  Heatset  Technology 
Postpress  &  Mailroom 
Equipment 
Consumables 
Parts  &  Accessories 


Discover  Special  Show  Floor  Features 


Introducing  the  debut  of 


sponsored  by 


THF  NEWSPAPFR  PAVILION 


PLUS — the  largest  mailing  &  fulfillment  exhibition  anywhere 


AND — back  by  attendee  demand 


1899  Preston  White  Drive,  Reston,  VA  20191  USA  T  703.264.7200  graphexpo@gasc.org  www.graphexpo.com 
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than  paper  and  ink!  As  a 
subscriber  you  can  go  online  for 
premium  content  —  at  no  additional  cost. 

This  is  just  some  of  the  valuable 
information  you  can  get  every  day,  at 
www.editorandpublisher.com: 

Directory  of  Online  Services 

■  Breaking  News  Visit 
www.editorandpublisher.com/news 
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news,  commentary  and  analysis. 

■  Departments:  Business.  Ad/Circ, 
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www.editorandpublisher.com/newsletter 

■  Photo  of  the  Week  Submit  your  entries  to 
smoynihan@editorandpublisher.com. 
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www.editorandpublisher.com/jobs 
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creative  freedom,  every  so  often 
they’ll  submit  one  that  gets  the 
thumbs-down  from  editors  for 
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are  six  of  them . 24 

WANT  SOME  MONEY?  Newspapers 
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EDITORIAL 

OURPUin-IN-B 

Does  President  Obania  really  want  to  go  down  in  history  as  the 
most  obsessive  leaks  prosecutor  ever? 


According  to  Newsweek 

reporter  Jonathan  Alter’s  book, 
The  Promise:  President  Obama, 
Year  One,  Barack  Obama  personally 
finds  unauthorized  leaks  of  government 
information  deeply  offensive,  explaining 
his  near-Nixonian  obsession  with  dis¬ 
covering  the  sources  of  leaks. 

Remarkably,  the  candidate  who  was  a 
champion  of  government  transparency 
on  the  campaign  trail  now  leads  an 
administration  that  has  already 
prosecuted  more  suspected  leakers  of 
classified  information  than  any  other 
presidency  in  history.  By  hunting 
so  furiously  and  prosecuting  so 
zealously  those  who 
disclose  information  to 
journalists,  such  as  The 
New  York  Times’ 

Risen  —  who  has  now  been 
subpoenaed  to  testify 
before  a  grand  jury  by  both 
the  Bush  and  Obama 
Justice  Departments  —  this 
White  House  is  sending  a  not-so-subtle 
message;  Dummy  up,  everybody  —  even 
if  what  you’re  keeping  secret  is  informa¬ 
tion  American  citizens  should  know. 

The  latest  target  is  Bradley  Manning, 
the  22-year-old  Army  specialist  who  is 
accused  of  leaking  video  of  a  2007 
helicopter  strike  that  killed  civilians  and 
two  journalists  —  and,  as  this  is  written, 
is  a  suspect  in  what  the  Obama  White 
House  apparently  regards  as  the  most 
infuriating  leak  of  all,  the  so-called 
Afghanistan  War  Logs,  more  than 
92,000  documents  obtained  by 
WikiLeaks  with  many  published  by  the 
Times  here,  the  Guardian  in  Britain, 
and  Der  Spiegel  in  Germany. 

We’ll  leave  it  to  others  and  history 
to  decide  whether  this  young  soldier 
should  have  violated  his  oath  to 
safeguard  classified  information. 


Campaigning 
on  transparency, 
governing 
as  anti-leak 
zealot. 


What’s  immediately  clear,  though,  is 
that  the  overwhelming  majority  of  these 
documents  should  never  have  been 
classified  in  the  first  place,  and  none 
of  the  information  published  by  the 
newspapers  endangered  any  American 
or  Afghan  lives. 

Equally  clear  is  that  the  public  that  is 
funding  these  wars  —  and  sending  its 
sons  and  daughters  in  harm’s  way  to 
fight  them  —  deserves  this  information. 

Should  the  public  know  that  Iran  and 
Pakistan,  in  separate  and  concerted 
ways,  are  suspected  of  supporting 
insurgents  by  U.S.  intelligence? 

Should  we  know  the  true 
circumstances  that  left  civilians  de^d 
after  military  action? 
Should  they  know  the 
Taliban  has  more 
sophisticated  weapons 
than  the  military  has  let 
on?  Yes,  yes  and  of 


If  the  Pentagon  saved 
its  “Classified”  stamp  for  information 
that  truly  is  sensitive  —  where  lives  and 
missions  really  were  at  stake  —  it  would 
surely  have  little  or  no  leaks.  Instead, 
it  encourages  leaks  by  so  routinely 
declaring  as  “secret”  information  that 
is  simply  potentially  embarrassing  to 
the  military  or  civilian  leadership  or 
has  more  to  do  with  public  policy 
debate  than  strategies  and  tactics 
on  the  ground. 

Leaks,  Jonathan  Alter  reports  in. 
his  book,  “offended  Obama’s  sense 
of  discipline  and  reminded  him  of 
everything  he  disliked  about  the 
capital.”  Such  is  the  burden  of  leading  a 
free  people.  Mr.  President,  please  get 
back  to  being  offended  by  Washington’s 
stubborn  culture  of  secrecy,  which  you 
once  vowed  to  change  on  day  one  of 
your  administration.  11 
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Choosing  Sonya. 

Early  in  their  pregnancy,  Deidrea  and  T.K.  Laux  were  told  that  if  they  gave  birth,  their  infant 
would  live  for  a  few  days  at  most.  So  they  went  shopping  —  for  a  crib  and  a  casket  —  deciding 
to  take  what  joy  and  meaning  they  could  with  their  brief  time  with  their  son  Thomas.  This  is 
story  of  "Choosing  Thomas,"  told  exquisitely  by  Dallas  Morning  News  photojournalist  Sonya 
Hebert  and  her  colleagues  Lee  Hancock,  Ahna  Hubnik,  Brad  Loper  and  David  Guzman. 

Taking  the  step  to  choose  Thomas  had  a  life  changing  effect  on  the  family,  our  readers  —  and 
those  who  told  the  story. 

Congratulations  to  Sonya,  Lee,  Ahna,  Brad  and  David  for  telling  the  story  with  such  grace  and 
heart  that  they  have  won  some  of  the  most  coveted  awards  in  journalism.  It  is  passion  like 
theirs  that  helps  us  all  Live  Better  Here. 

Awards: 


Pictures  of  the  Year  International  (FOYI): 

Feature  Picture  Story:  First  Place,  “Choosing  Thomas" 
Feature  Multimedia:  First  Piace,  “Choosing  Thomas" 


Best  of  Photojournalism  (NPPA):  Photc^urnalism: 
Best  Published  Picture  Story  (Large  Markets),  Third  Place, 
“Choosing  Thomas" 

Editing:  Multiple-page  Newspaper 
Documentary/Photojoumalism  Project,  First  Place, 

“Choosing  Thomas" 


Waiting  for  the  end 


Texas  AMPE:  Star  Online  Package  of  the  Year;  Second 
Place,  “Choosing  Thomas" 

Photojournalism  Class  AAA  First  Place,  “Choosing  Thomas' 


American  Society  of  Newspaper  Editors 
(ASNE):  Community  Service  Photojournalism, 
Finaiist,  “Choosing  Thomas" 


National  Edward  R.  Murrow  Award 
for  Video  Feature  Reporting: 

“Choosing  Thomas" 


2010  Casey  Medals  for  Meritorious 
Journalism,  Photojournalism 

Photojournalism,  First  Place, 

“Choosing  Thomas" 

Video-short  fomi:  Honorable  mention, 
“Choosing  Thomas" 


dallasnews.com 

Live  Better  Here; 


See  the  full  story  at 

dallasnews.com/choosingthomas 
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‘‘While  I  have  you  here, 
my  friends  and  I  would 
like  to  request  that  you 
bring  hack  the  comics 
Pearls  Before  Swine 
and  GarfieldJ* 

—  Imprisoned  accused  double 
murderer  Jeremy  Valdes  ending  a 
long  e-mail  to  The  Standard-Examiner 
in  Ogden,  Utah,  otherwise  devoted 
to  protesting  his  innocence 

because  the  people  they  want  to  reach 
no  longer  look  for  advertisements  in 
print  newspapers. ...  This  is  revenue  that 
has  been  lost  due  to  a  change  in  the 
classified  advertising  business,  a  change 
that  reflects,  moreover,  more  and  more 
vigorous  competition.  Indeed,  the  loss 

of  classified  advertising  to  Craigslist, 
eBay  and  other  online  advertisers  has 
nothing  to  do  with  copying  or  free¬ 
riding,  and  everything  to  do  with  the 
emergence  of  a  new,  more  effective 
and  more  efficient  product  into  the 
marketplace.  The  FTC  would  ordinarily 
regard  such  a  situation  as  a  cause  for 
celebration  —  consumers  are  getting  a 
better  product  at  a  lower  price  —  not 
an  opportunity  to  slow  down  that 
innovation  through  regulation. 

In  the  case  of  advertising  revenues, 
therefore,  the  challenge  for  the  industry 
is  to  provide  a  product  (online  advertis¬ 
ing  space  and  audience  share)  that  is  of 
sufficient  value  to  the  consumer  (the 
advertiser)  that  Uie  advertiser  is 
willing  to  pay  for  it.  Any  long-term 
improvement  in  news  companies’ 
fortunes  is  likely  to  come  from 
increased  advertising  and  subscription 
revenues  —  revenues  that  can  only  be 


CORRECTION 

In  the  Syndicates  section  of  the  August 
issue,  it  was  incorrectly  stated  that  Matt 
Bars  is  syndicated  by  Universal  UClick. 
Bars  is  syndicated  by  United  Feature 
Syndicate. 


JBfjk  E-mail:  smoynihan@editorkdpublisher.com,  or 
\g^  write  to  "Comments,"  Editor  &  Publisher,  17782 
’  Cowan.  Suite  A,  Irvine,  CA  92614.  Please  include 
your  name,  title,  city  and  state,  and  e-mail  address. 
Letters  may  be  edited  for  all  the  usual  reasons. 


WHArDim? 


FROM  “CONCERNING  THE  INTERVIEW,” 
A  NEWLY  DISCOVERED  ESSAY  CIRCA 
1889  BY  MARK  TWAIN: 

The  Interview  was  not  a  happy 
invention.  It  is  perhaps  the  poor¬ 
est  of  all  ways  of  getting  at  w'hat 
is  in  a  man.  In  the  first  place,  the  inter¬ 
viewer  is  the  reverse  of  an  inspiration, 
because  you  are  afraid  of  him.  You  know 
by  experience  that  there  is  no  choice  be¬ 
tween  these  disasters.  No  matter  which 
he  puts  in,  you  will  see  at  a  glance  that  it 
would  have  been  better  if  he  had  put  in 
the  other:  not  that  the  other  would  have 
been  better  than  this,  but  merely  that  it 
wouldn’t  have  been  this;  and  any  change 
must  be,  and  would  be,  an  improve¬ 
ment,  though  in  reality  you  know  veiy 
well  it  wouldn’t.  I  may  not  make  myself 
clear:  if  that  is  so,  then  I  have  made  my¬ 
self  clear  —  a  thing  which  could  not  be 
done  except  by  not  making  myself  clear, 
since  what  I  am  trying  to  show  is  what 
you  feel  at  such  a  time,  not  what  you 
think  —  for  you  don’t  think;  it  is  not  an 
intellectual  operation;  it  is  only  a  going 
around  in  a  confused  circle  with  your 
head  off. 


eOOBUTHIS! 


FROM  “COMMENTS  ON  FEDERAL  TRADE 
COMMISSION'S  NEWS  MEDIA  WORK¬ 
SHOP  AND  STAFF  DISCUSSION  DRAFT 
ON  ‘POTENTIAL  POLICY  RECOMMENDA¬ 
TIONS  TO  SUPPORT  THE  REINVENTION 
OF  JOURNALISM’”  BY  GOOGLE  INC. 


The  Discussion  Draft  laments 
that  newspapers’  classified 
advertising  revenue  has  fallen 
from  $19.6  billion  in  2000  to  $6  billion 
in  2009.  However,  the  loss  of  this  rev¬ 
enue  is  the  result  of  a  changing  business 
environment:  Many  businesses  do  not 
place  classified  ads  with  newspapers 


I  was  pleased  to  see  your  July 
article  on  TV  books,  “Forgotten,  but 
Not  Gone.”  Being  in  the  TV  listings 
business,  FYI  Television,  Inc.  (FYI) 
takes  the  attitude  that  “any  coverage  is 
good  coverage.”  1  smiled  with  recogni¬ 
tion  as  old  friends  Dave  McGee,  an  FYI 
client,  and  Tim  Dellinger  were  quoted 
regarding  some  of  the  struggles  and 
opportunities  newspapers  are 
experiencing  with  their  TV  books  today. 

My  biggest  surprise  was  when  I 
reached  the  bottom  of  the  page  and 
realized  the  story  was  not  continued  on 
the  next  page.  Was  the  end  of  the  story 
left  out  by  accident?  There  are  major 
industry’  trends/advancements  and 
several  companies  including  FYI 
Television  and  our  partners  that 
received  no  mention  in  your  article, 
such  as  paid  subscription  TV  books, 
from  which  newspapers  are  finding  new 
revenue  streams,  and  more  efficient  use 
of  newsprint.  Terrific  new  tabloid  lay¬ 
outs  of  20, 16, 12  and  even  8  pages  are 
springing  up  all  over.  Some  papers  are 
experimenting  with  broadsheet  layouts 
that  can  be  printed  ROP  to  support 
tight  deadlines;  the  result  is  more 
accurate  TV  listings. 

These  two  trends  are  parts  of  the  TV 
book  story  FYI  definitely  does  not  want 
to  see  forgotten. 

JOHN  T.  DODDS 

VICE  PRESIDENT  OF 
NEWSPAPER  SALES 
FYI  TELEVISION  INC. 
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THE  NEXT  GENERATION  OF  PRINT 

The  debut  of  the  News  Print  Pavilion  at 
GRAPH  EXPO  is  a  perfect  complement  to 
the  ING  2010  Annual  Conference. 


Platinum 


Gold 


Silver 


printing  & 

distribution 

solutions 


Attention  newspaper  operations  executives: 
ING  invites  you  to  join  in  an  exchange  of 
information  with  your  peers  in  CHICAGO! 


International  Newspaper  Group 


2010  Annual  Conference 
Sat.,  October  2  I  Sun.,  October  3 


ING  Headquarters  Hotel 
Hyatt  Regency  Chicago 
151  E.  Wacker  Drive 
Phone:  312-565-1234 

In  conjunction  with  GRAPH  EXPO 
(October  3-6) 


2  PREMIER 

CONFERENCES 

AHEND 

BOTH! 


Bin  sharing 
PRACTICES 
ited  times. 
XPO  is  part 
veen  these 
help  build 
er  industry 


per  person 


if  you  register  by 
September  20th 


PROGRAM  REGISTRATION  FEE  INCLUDES: 

•  Friday  evening  reception  at  the  Hyatt  Regency  Chicago 

•  Attendees  breakfast 

•  Saturday's  program  sessions 

•  Luncheon  and  E&P  Production  All-Star  Awards  honoring 
outstanding  production  executives 

•  Saturday  evening  reception  with  hors  d'oeuvres 

•  Complimentary  registration  to  GRAPH  EXPO  exhibit  hall 


Some  of  the  finest  companies  in  the  industry  are  committed  to  this  year's  event, 
Our  2010  sponsors  (and  their  level  of  support,  by  sponsorship  category): 


FHntGroup 


^nscontinental 


MASTHEAD 


INTERNATIONAL 


For  more  information:  www.ING.AZCENTRAL.COM  I  941-378-2182  I  marty.donner@comcast.net 
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INMA's  always-provocative  executive  director,  Earl  J.  Wilkinson 
argues  newspapers  have  weakened  their  greatest  strength 


beautiftilly  because  of  the  nature  of  the 
audience  and  medium.  Instead, 

■  advertisers  aren’t  investing, 
because  newspapers  are 
losing  the  perceptual  war 
in  building,  sustaining,  and 
nurturing  their  audiences. 


IN  HIS  20  YEARS  WITH  THE  DALLAS 
based  International  Newsmedia 
Marketing  Association  —  WSSS^ 
18  of  them  as  INMA’s  execu- 
tive  director  and  CEO  —  Earl 
J.  Wilkinson  has  logged  nearly  HHn 
three  million  miles  visiting 
newspapers  in  49  countries. 

Along  the  way,  he’s  formed 
some  provocative  opinions 
about  the  U.S.  newspaper  IIH 
business  and  its  priorities  that  are 
especially  relevant  in  the  continuing 
industry  crisis.  E&P  Editor  Mark 
Fitzgerald  probes  those  views  in  this . 
Q&A  with  Wilkinson. 


Newspapers  burying  celebs, 
average  joes  before  their  time 


■  You've  been  outspoken  about  the 
importance  of  investing  in  brands. 
How  have  newspapers  suffered  in 
recent  years  as  a  result  of  not  investing  in 
brands?  And  what  can  they  do  right  away  to 
turn  that  around? 

Brand  is  the  cornerstone  of  sales  and 
marketing.  It’s  the  cornerstone  of  rev¬ 
enue.  In  military  terms,  it’s  the  air  war 
to  pave  the  way  for  the  ground  war. 

Newspaper  executives  often  celebrate 
the  “strength  of  their  brand.”  I  argue 
those  brands  aren’t  anywhere  near  as 
strong  as  they  think  because  they 
haven’t  invested  anything  in  building 
them.  A  brand  isn’t  like  wine  in  a  bot¬ 
tle  that  grows  in  value  as  it  ages.  We 
confuse  age  with  value.  We  confuse 
lack  of  information  choice  with  value. 

Branding  is  a  long-term  muscular 
process  o^  framing  a  company’s  image 
in  the  minds  of  consumers.  It  requires 
marketing  and  research,  constant  feed¬ 
back  from  consumers  wbo  ultimately 
decide  for  themselves  —  despite  the 
marketing  messages  you  push  at  them 
—  your  brand’s  positioning.  It  requires 
top-to-bottom  management  so  that 
product,  place,  price  and  proposition 
link  with  brand  goals. 

A  brand  is  the  sum  of  all  contacts 
over  time  —  not  simply  a  one-time 
brand  image  campaign.  The  perception 


BY  MARK  FITZGERALD 

WHEN  THE  DENVER  POST  REFERRED  TO 
the  “late”  C.W.  McCall,  it  didn’t  make 
just  an  embarrassing  mistake  —  the 
singer  with  the  Citizens  Band  AM-radio  era  hit 
Convoy  is  living  just  190  miles  away  in  Ouray, 
Colo.  —  the  paper  became  part  of  an  unusual 
spike  in  premature  burials  by  newspapers. 

In  recent  weeks,  newspapers  have  declared 
deceased  such  alive-and-kicking  figures  as 
Houston  Astros  pitcher  J.R.  Richards  (that  was 
The  Washington  Posfs  bad);  singer/songwriter 
Gordon  Lightfoot  (National  Post);  jazz  drummer 
Joe  Morello  (The  Boston  Globe);  and  former 
Bank  of  Canada  official  James  Elliott  Coyne 
(National  Post  again). 

You  needn’t  be  a  celebrity  to  be  consigned  to 
the  Choir  Invisible.  The  Tulsa  World  apologized 
for  reporting  that  Zac  McMinn  was  deceased. 
McMinn,  ironically,  works  in  a  funeral  home. 

Craig  Silverman,  the  acknowledged  journal¬ 
ism  accuracy  maven  who  wrote  Regret  the  Error 
and  maintains  the  Website  of  that  name,  says 
reporting  the  quick  as  dead  is  a  long,  if  not 
proud,  tradition.  “Death  by  media  is  such  a 
frequent  occurrence,  I  actually  created  a  word 
for  it  —  obiticide,”  says  Silverman.  “The  num¬ 
ber  of  famous  people  who  have  been  killed  off 
by  the  media  is  quite  lengthy."  Pope  John  Paul 
II,  he  notes,  was  reported  as  dead  twice  in  his 
lifetime.  n 


How  would  you  assess  the  state  of  newspaper 
marketing  today? 

Dazed  and  confused.  We  have  a 
management  class  raised  in  an  era  in 
which  no-accountability  promotions- 
based  marketing  ruled,  therefore  all 
marketing  is  an  expense  to  be  cut  in 
bad  times.  They  understand  the  science 
of  circulation  discounting  and  other 
old  tactics,  while  marketing  can  be 
as  much  art  as  science.  It’s  a  real 
generational  challenge  for  our  industry. 

The  difference  in  circulation, 
readership  and  audience  performance 
in  the  United  States  versus  much  of  the 
rest  of  the  world  can  be  attributed  to 
dramatic  underinvestments  in  sales, 
marketing  and  research  over  time  —  as 
well  as  the  inability  to  push  a  market¬ 
ing  culture  throughout  the  company. 

Tied  back  to  big  revenue,  advertisers 
aren’t  investing  in  newspapers  because 
a  print  product  doesn’t  work.  In  fact, 
the  research  suggests  that  print  works 
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of  a  news  brand  gets  shaped  by 
product  condition,  billing,  editorial 
position,  rack  location,  the  way  a  j 

phone  is  answered.  Yet  that  is  rein-  j 
forced  with  proactive  marketing  that 
captures  the  essence  of  who  you  are 
and  who  you  want  tp  be.  If  you  don’t 
position  yourself  in  the  minds  of  i 

consumers,  they’ll  do  it  for  you.  j 

As  you  survey  the  U.S.  newspaper  scene,  j 
what  papers  or  chains  do  you  see  doing  i 
marketing  right?  j 

Gannett  does  cultural  marketing 
right,  driving  home  the  need  for  all 
employees  —  from  the  mailroom  to 
the  boardroom  —  to  look  at  everything  ! 
from  a  customer  perspective.  They  also  j 
have  stability  in  leadership  that  allows  j 
this  culture  to  be  passed  on  year  to  i 
year  regardless  of  people.  i 

Tribune  does  marketing  right  with  j 

a  warrior  mentality:  Marketing  is  tied  j 
to  lean-forward  sales  activities, 
e.xperiment,  and  don’t  be  afraid  to  fail. 

The  companies  that  succeed  with  j 

marketing  are  those  that  tie  everything  | 
back  to  revenue  —  and  measure,  | 

measure,  measure.  ! 


Your  job  takes  you  ail  around  the  world  to  study 
newspapers.  What  could  U.S.  newspapers  learn  j 
about  marketing  themselves  from  papers  you've  ^ 
observed  abroad?  i 

If  you  can’t  take  a  leap  of  faith  with 
marketing,  invest  in  research  that 
backs  up  those  activities.  Advertisers 
know  more  about  newspaper 
audiences  than  newspaper  executives. 

It’s  low  investment  and  high  reward. 

And  to  be  clear:  I’m  not  talking  about 
more  syndicated  research  necessarily. 

You  need  people  in-house  connected 
with  a  smorgasbord  of  data,  more  and 
more  in  real  time,  and  the  ability  to 
connect  the  dots  and  impact  product, 
audience,  and  sales  efforts.  Without 
this,  we’re  zombies  running  into  each  i 
other.  I  sometimes  wonder  how  a 
multibillion  dollar  industry  can 
function  without  knowing  much  about 
its  customers. 

A  simple  suggestion  aggregated 
from  newspapers  in  Latin  America 
and  Europe:  create  a  dashboard  of 
customer  metrics  that  change  in  real 
time  and  put  it  on  every  employee’s 
computer,  every  lobby,  every  break 
room. 


You  see  an  opportunity  for  newspapers  to  lead  ■ 
a  “counter-revolution”  to  the  revolutionary 
disruption  of  a  digitally  empowered  “crowd.”  1 1 
How  can  newspapers  take  advantage  of  this  I ! 
opportunity?  |  j 

I  think  there  are  short-term 
opportunities  in  brand  and  print. 

First,  there  is  already  afoot  a 
counter-revolution  against  digital  — 
too  much  information,  too  much 
connectedness.  Print  newspapers  and  j  j 

print  magazines  can  harness  those  j  | 

ideas,  especially  on  a  non-daily  basis.  i  j 

The  new  book  Hamlet’s  Blackberry  is  a  i  j 

must-read  for  newspaper  executives  j  I 

wanting  to  take  full  advantage  of  this.  j  j 

Don’t  get  me  wrong:  Our  industry’s 
future  is  digital.  Yet,  short-term, 
there’s  a  backlash  that  we  should  take 
advantage  of. 

Second,  news  companies  acting 
together  can  fundamentally  change  the  j 
perception  of  news,  newspapers,  news  i  j 
media  companies,  or  whatever  they  ! ' 
choose.  But  it  requires  more  than 
pooling  monies  for  a  campaign  put  I 

together  by  tbe  lowest  bidder.  There  ! 
needs  to  be  ongoing  national  advertis¬ 
ing  activity  by  newspapers  making 
local  newspaper  sales  efforts  more 
productive  —  year-round,  non-stop, 
outside  the  pages  of  the  newspaper.  ! 

There  also  needs  to  be  a  cohesive 
national  strategy  for  how  to  use  the  i  i 
country’s  national  press  associations  to  i  1 
represent  the  industry  to  the  advertis-  | ; 
ing  community  and  to  be  a  permanent  |  j 
marketing  arm  for  the  professional  i 

purveyors  of  news  and  information. 

U.S.  publishers  have  pulled  back 
investments  in  these  activities,  yet  it’s  a 
fundamental  building  block  to  success. 

U.S.  publishers  can  learn  a  lot  from  , 
collaborative  efforts  among  publishers  ! 
in  Australia,  the  United  Kingdom,  t  j 

Germany,  and  Norway,  among  others.  ,  j 
It  takes  a  lot  of  willfx)wer  to  collaborate.  [ 

You’ve  pointed  out  that  newspapers  survived  the 
“death  watch”  sentiment  of  2009.  How  optimistic  ' 
are  you  about  the  newspaper  business  in  the 
long  term?  ! 

I  believe  that  there  will  be  a  I 

profitable  business  for  news  as  far 
as  the  eye  can  see  —  though  with  i  i 

revenue  streams  and  business  models  i : 
around  content  that  we  can  barely  j 

understand  today.  | 

I  believe  news  companies  have  the  j 
capital  structure  to  simultaneously  j 

withstand  the  profound  business  j 

continued  on  page  14  j 


From  the  Archive 


In  this  May  30,  1950  photo,  Iowa  sports  broadcasting  legend  Bob  Brooks  and  then- 
Sports  Editor  Pat  Harmon  of  The  Cedar  Rapids  Gazette  admire  a  company  plane 
emblazoned  with  the  Gazette's  logo  and  that  of  KCRG  radio,  at  the  time  both  owned 
by  Gazette  Communications. 
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Newspapers  on 
Ihe  Street 

E&P's  monthly  focus  on  a 
newspapercompany  stock 


Media  General  Inc.  (NYSE:  MEG) 

Recent  closing  price: 
$10.38 

52-week  trading  range: 

$4.34  (Aug.  4,  2009)  to  $13.60 
(May  17.  2010) 

52-week  change  in  value: 
114.1% 

S&P  500  change  in  same  period: 


11.4% 


Tlie  good  old  days:  In  2005, 
MEG  traded  in  a  range  of  $41.74 
to  $57.06. 


Who  believes:  Two  of  investor 
and  long-term  newspaper 
stockholder  Mario  Gabelli’s 
funds,  Gabelli  Fund  and  GAMCO 
Investors,  are  the  largest 
institutional  holders  of  MEG 
with  a  combined  stake  of  26.81%. 

Who  doesn’t:  Short  percentage 
of  float  as  of  July  15  was  32.1%, 
meaning  about  1  in  3  MEG  shares 
available  for  public  trading  were 
held  by  investors  who  borrow 
shares  and  sell  them,  betting  the 
share  price  will  drop  so  they  can 
profit  by  returning  shares  bought 
at  a  cheaper  price.  Generally, 
a  short  percentage  above  5% 
indicates  bearish  sentiment  on  a 
stock.  Shorting  of  newspaper 
stocks  has  crept  up  again  as  the 
sector  rally  stalled  in  late  spring. 


Online  PplalUng  the  n  model 


advertising  and  direct  user  payments. 

This,  too,  is  a  narrowly  focused 
approach  that  ignores  the  fact  that 
content  atomization  means  the 
content  must  be  allowed  to  find  its 
own  audience. 

Imagine  how  restricted  the  income 
of  music  composers  would  be  if  listen¬ 
ers  had  to  visit  the  individual  Websites 
of  the  artists  to  listen  to  their  work, 
and  pay  for  it  there.  I.ong  ago,  com¬ 
posers  and  musicians  formed  ASCAP 
so  they  could  broadly  distribute  their 
music  to  performance  venues, 
broadcasters  and  now  to  streaming 
services  like  Pandora,  with  royalties 
flowing  back  to  them  through  these 
performance  rights  organizations  — 
which  annually  collect  about  $2 
billion  on  behalf  of  musical  artists. 

Similarly,  the  news  industry’s  focus 
on  controlling  access  and  preventing 


How  news  organizations  could 
liberate  content  and  still  get  paid 


BY  MARTIN  C.  LANGEVELD 

IN  THE  RETAIL  BUSINESS,  SHRINKAGE 

—  loss  to  shoplifting,  employee 
pilferage  and  breakage  —  runs 
about  1.5%  of  sales.  Faced  with  the 
choice  of  investing  X  dollars  either  to 
cut  shrinkage  in  half  or  to  build  new 
locations  or  distribution  channels  with 
double-digit  growth  potential,  a 
retailer’s  choice  is  obvious.  Controlling 
shrinkage,  while  important,  has  limited 
bottom-line  impact;  growing  the 
business  is  the  real  opportunity. 

Newspaper  publishers,  faced  with  a 
similar  c  hoice  on  the  digital  side  of 
their  business,  have  been  stuck  on  the 
shrinkage  side,  complaining  about  the 
perceived  misuse  of  their  content  by 
aggregators  ranging  from  Google  News 
down  to  neighborhood  bloggers. 


“We’re  mad  as  hell  and  we’re  not 
going  to  take  it  anymore,”  Associated 
Press  Chairman  Dean  Singleton 
declared  last  year.  So  publishers  have 
turned  to  content-protection  options 
such  as  AP’s  News  Registry  and 
Attributor,  which  offers  “anti-piracy” 
services  by  “enforcement  experts.” 

But  the  loss  to  content  piracy  —  the 
shrinkage  control  opportunity  —  has 
been  estimated  by  Attributor’s  CEO 
Jim  Pitkow  to  be  about  $250  million. 
That’s  about  1%  of  newspaper  revenue 
—  hardly  a  potential  gold  mine.  It’s 
worth  paying  attention  to,  but  why  not 
think  bigger,  as  the  retailers  do?  • 

Publishers  also  believe  in  confining 
news  content  to  tightly  controlled 
proprietary  channels  such  as  their  own 
destination  Websites  and  apps,  in 
order  to  control  monetization  via 


piracy  should  give  way  to  the  much 
larger  revenue  opportunity  that  can 
come  from  allowing  unrestricted 
distribution  of  content  across  digital 
platforms,  with  methods  of  channeling 
payments  from  users,  advertisers  and 
syndicators  back  to  the  content  owners 
and  originators.  With  a  pricing  and 
payments  clearinghouse  similar  to 
ASCAP,  rather  than  having  to  attract 
readers  to  Websites  or  track  down  mis¬ 
users,  publishers  will  be  able  to  liber¬ 
ate  content  to  travel  the  Web  in  search 
of  readers  and  still  get  paid  for  it. 

This  new  ecosystem  of  news 
distribution  will  entail: 

•  Semantic  parsing  and  tagging  of  content 
to  indicate  the  topics,  people,  places  and 
ideas  involved  in  each  content  unit  — 
something  that’s  already  possible  with 
microtagging  systems  including  OpenCalais 
and  hNews 

•  “Paytags,”  as  suggested  by  journalism 
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consultant  Jason  Fry:  “bits  of  code  that 
accompany  individual  articles  or  features, 
and  that  allow  them  to  be  paid  for.” 

•  Multiple  distribution  methods,  able  to 
read  and  process  the  semantic  tags 

•  Rights  protocols  that  allow  and  encourage 
aggregators  and  other  “re-mixers”  to  use 
tagged  content  on  an  established  revenue¬ 
sharing  basis 

•  Real-time  variable  pricing  algorithms, 
similar  to  Google’s  AdSense  auction,  to 
determine  ad  revenue  shares  and  content 
pricing  to  end  users  or  end  distributors. 

•  An  identity-centric,  platform-independent 
digital  experience  in  which  users  consume 
content  anywhere:  mobile  apps.  Websites, 
browser  add-ons,  e-mail  alerts,  text  message 
alerts,  Web-enabled  TV,  etc.,  all  seamlessly 
matching  user  interests,  locations  and 
behavioral  patterns  with  relevant  content. 

•  Advertising  content  attached  by  the 
content  originator,  or  added  along  the  way, 
matched  to  content  tags  and  user  interests, 
preferences  or  demographics,  delivered  to 
users  in  a  format  compatible  with  the  platform 
where  the  content  is  being  consumed 

•  An  ASCAP-like  clearinghouse  to 
administer  the  pricing  algorithms  and  share 
ad  revenue  as  well  as  user  payments  (if 
involved)  between  content  originators  and  the 
ultimate  distributors  or  retailers  of  the  content 

Such  a  system  is  already  evolving, 
but  it  needs  consensus  among  pub¬ 
lishers  and  re-mixers  on  tagging, 
algorithms  and  clearinghouses.  How 
could  that  come  about?  Well,  ASCAP 
got  started  in  1914  when  Victor 
Herbert,  the  composer  and  an  influ¬ 
ential  voice  in  the  music  world,  with 
the  help  of  friends  like  Irving  Berlin 
and  John  Philip  Sousa,  detailed  the 
need  and  evangelized  the  solution. 

Today,  perhaps  a  few  equally  influ¬ 
ential  voices  in  the  news  business  can 
champion  the  next  steps  toward  a  dig¬ 
ital  ecosystem  in  which  any  publish¬ 
er’s  content,  traveling  through  a  net¬ 
work  of  aggregators  and  other  re-mix- 
ers,  can  reach  any  reader,  viewer  or 
listener  anywhere,  on  any  digital  plat¬ 
form,  with  prices  set  efficiently  and  on 
the  fly,  and  with  the  ensuing  revenue 
shared  back  to  the  content  owner.  d 

Martin  Langeveld  spent  30  years  in 
newspaper  management  in  western 
New  England.  He  now  is  a  marketing 
consultant,  a  principal  in  CircLabs 
Inc,  a  startup  developing  news 
discovery  tools,  and  he  blogs  at 
NiemanLab.com,  where  an  extended 
version  of  this  proposal  can  be  found. 


Programmed  for  preps 


A  content  management  system 
seeks  to  help  newspapers  bulk  up 
on  high  school  sports  coverage 


BY  JIM  ROSENBERG 

IT  WAS  HYPERLOCAL.  It  was 
citizen  journalism.  It  was  1938. 
The  hyperlocal  content  was  high 
school  sports  results,  the  citizen  jour¬ 
nalist  was  usually  a  coach  calling  in 
game  scores  and  highlights,  and  in 
1938  Sid  Dorfman  was  a  teenager  who 
devised  an  efficient  way  to  gather  and 
process  sports  results  in  a  company 
that  served  The  Star-Ledger  in  Newark, 
N.J.  That  company  became  Dorf 
Features  Service,  which  continues  to 
provide  prep  results  for  the  paper, 
where  Dorfman  —  still  writing  at  age 
90  —  would  go  on  to  become  a  legend 
as  a  sports  columnist. 

While  Dorf  Features  Service  contin¬ 
ues,  the  new  Dorf  Media  business  uses 
what  the  company  has  learned  in  the 
decades  since  to  build  a  Web-based 
content  management  system  so  news¬ 
papers  themselves  can  efficiently 
process  comprehensive  prep  sports 
coverage.  With  their  new  local-local- 
local  mantra,  newspapers  increasingly 
are  returning  to  more  heavy  coverage 
of  local  youth  sports.  What  they  don’t 
want  to  return  to  is  the  days  of 
bringing  in  extra  help  to  deal  with  the 
avalanche  of  scores  and  highlights. 

That’s  how  it  used  to  be  at  the 
Tulsa  World,  which  on  Saturdays  and 
Sundays  would  pay  numerous  high 
school  students  to  call  coaches  and  key 
in  scores,  recalls  Sports  Editor  Mike 
Strain.  The  World  built  a  system  in 
which  coaches  log  on  to  a  protected 
part  of  its  Website  and  enter  informa¬ 
tion  into  a  database  created  by  its  IT 
staff.  Results  are  posted  online,  and  a 
translator  moves  them  to  the  print 
side,  where  they  are  published  once  a 
week.  Strain  concedes  “we  don’t  have 
near  100%  participation,”  but  says 
there  definitely  is  enough  to  make 
it  worthwhile,  and  that  parents 
encourage  their  children’s  coaches 
to  participate. 

At  Dorf  Media,  Gary 
Dorfman,  the  founder’s  son 
and  company  president. 


sees  an  opportunity  to 
offer  his  new  Sports 
Gathering  CMS 
industiy-wide 

because  other  solu-  ^  ji 

tions  in  his  view 

aren’t  geared  to  the 

peculiarities  of  prep 

sports.  It’s  been  a  long 

development  process:  six  Gary  Dorfman 

months  of  talks  to  be  sure  he  had  the 

right  software  developer  and  another 

30  months  to  create  a  CMS  “designed 

by  writers  and  editors,  for  writers  and 

editors,”  he  says. 

Borrovving  from  pro  sports  reporting 
systems  wouldn’t  work,  because  high 
school  sports  are  “esoteric,”  says 
Dorfman,  pointing  out  that,  among 
other  things,  games’  rules  and 
conventions  can  vary  from  one  state 
to  another.  And  any  system  had  to 
handle  the  variety  of  sports  played 
at  high  schools  around  the  nation. 
Dorfman  looked  into  them  all, 
everything  from  fencing  and 
handball  to  rodeo.  He  even  expects 
to  see  cricket  coverage  someday. 

There  have  been  stabs  at  automated 
sports  result  systems  in  the  past.  In 
Pontiac,  Mich.,  The  Oakland  Press 
Sports  Editor  Jeff  Kuehn  recalls  a  system 
“for  football  and  basketball  [that]  went 
away  about  two  years  ago.”  Stats  were 
“skewed,”  he  says,  because  “we  couldn’t 
get  all  the  coaches  to  participate.” 

Set  up  for  reverse  publishing,  Dorf 
continued  on  page  14 
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Firefighters  walk  near  flames  towering  from 
A  pipeline  explosion  at  a  Chinese  port  in  Dalian  in  north¬ 
ern  China's  Liaoning  provinee  on  July  17.  The  oil  pipeline 
at  the  hus}’  Chinese  port  exploded,  causing  a  massive  fire  that 
burned  for  15  hours  before  being  put  out.  Officials  said  no  one 
was  killed. 

(THIS  PHOTO  WAS  TAKEN  BY  A  PHOTOGRAPHER  AT  A 
PHOTO  AGENCY  IN  CHINA  AND  DISTRIBUTED  BY  THE 
ASSOCIATED  PRESS.) 


Send  us  your  photos!  E&P  welcomes 
reader  submissions  for  our  Photo  of 
the  Month.  E-mail  images  or  links  to 
smoynihan@editorandpublisher.com. 


As  for  news  on  paper,  there  will  be 
an  end  point  in  this  century  —  driven 
by  the  different  currents  and  eddies 
of  national  newspaper  industries 
worldwide.  The  tipping  point  will  be 
a  mix  of  P&L  and  generational  con¬ 
sumption  trends,  along  with  technol¬ 
ogy  that  not  even  the  introduction  of 
the  iPad  allows  us  to  see  today.  The 
issue  won’t  be  whether  people  aban¬ 


don  print,  it  will  be  whether  it’s  eco¬ 
nomically  feasible  to  serve  markets 
via  print  versus  other  alternatives. 

So  long  as  news  companies  can 
aggregate  mass  audiences  or  cohesive 
audiences  for  the  print  medium, 
advertisers  will  follow.  So  I  see  a 
strong  short-term  future  for  print  — 
just  not  a  long-term  one.  Longer  in 
India,  shorter  in  the  United  States.  @1 


continued from  page  9 
model  changes,  apply  scale  to  those 
changes,  and  eke  out  mid-level 
profitability  and  return  on  investment 
for  shareholders.  I  don’t  believe  news 
cogipanies  will  be  cash  machines' 
again,  and  will  likely  have  to  shed 
shareholders  who  investe^d  for  that 
reason  and  replace  them  with 
long-term  investors. 


Balance  Sheet 

The  white  elephant  in  the  room 


continued from  page  II 
Media’s  Sports  Gathering  CMS  and  its 
content  are  customizable,  with  compo¬ 
nent  features  that  may  be  turned  on  or 
off.  While  coaches  need  only  input  the 
information  once,  “I  can  take  the  same 
game  and  pitch  it  differently  for  com¬ 
peting  clients,”  says  Dorfman. 
Contributions  of  his  staff  or  a  client’s 
are  as  important  as  the  system,  for 
accuracy  and  context. 

Here’s  how  it  works:  A  coach  logs  on 
at  a  URL  for  a  given  client  newspaper 
and  reports  results  fresh  from  a  game  or 
adds  to  another  coach’s  existing  report, 
with  restrictions.  “This  can  go  back  and 
forth  until  we  lock  it  down,”  says 
Dorfman.  Material  passes  directly  into 
editori^  systems,  with  agate  preformat¬ 
ted  for  each  client.  A  system  can  be  set 
up  to  route  information  from  specified 
schools  to  certain  papers  or  editions, 
with  an  override  when  needed,  say,  for 
state  or  conference  championships. 

Results  entered  by  coaches  are 
assigned  to  a  writer,  or  to  two  or  three 
preparing  coverage  from  different 
angles  for  different  clients.  Copy  then 
passes  to  an  editor  or  is  first  bundled 
with  coverage  of  other  games/sports  as 
a  roundup.  The  system  provides  for  a 
wide  range  of  statistics  and  other  data, 
including  standings,  schedules, 
scoreboards,  rankings  and  individual 
performance,  and  has  search  functions 
and  reporting  capabilities. 

Newspapers  can  contract  for 
software-as-a-service,  in  which  Dorf 
Media  bundles  its  editorial  service 
and  hosts  the  system,  or  license  the 
software  to  run  locally  and  use  only 
a  paper’s  own  editorial  staff. 

Either  way,  the  system  always  appears 
as  the  newspaper  client’s  system, 

with  its  name  and  logo. 

Says  Dorfman:  “It’s 
B  W  very  important  that 

the  newspapers  main- 
tain  their  brand  in  this 
/gr  situation.”  11 


Stuck  with  shuttered  plants, 
papers  battle  the  taxman 


white  elephants:  Despite  the  collapse, 
the  number  of  newspaper  real  estate 
appraisals  actually  didn’t  change  much 
over  the  past  two  years,  says  James 
Redford,  a  senior  analyst  at  Fort 
Worth-based  Integra  Realty  Resources. 

Newspaper  plants  are  among  the 
more  complicated  commercial 
properties  to  sell  because  they  are 
special-use  structures  that  are  not 
easily  converted  to  other  industrial  pur¬ 
poses.  ‘The  same  issues  that  affect  the 
value  of  the  machinery  affect  the  value 
of  the  plant,”  explains  John  Woolard, 
managing  partner  at  the  property  tax 
valuation  and  consulting  firm  Morrison 
&  Head  in  Austin,  Texas.  In  the  case  of 
newspapers,  mothballed  printing  press- 


BY  JIM  ROSENBERG 

U.S.  NEWSPAPERS  DIDN’T  WAIT 
for  the  economy  to  start 
hollowing  out  before  emptying 
out  their  production  plants.  By  the 
time  many  readers  found  their  homes 
were  costing  more  than  they  werg, 
worth,  newspapers  already  were 
shuttering  sites  for  similar  reasons. 

As  the  recession  deepened,  lending 
tightened  and  more  plants  closed, 
chances  that  any  would  attract  anoth¬ 
er  enterprise  diminished.  Not  that 
newspapers  didn’t  try  to  sell  their 
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es  depress  the  value  of  the  plants  that 
house  them. 

Consider  the  case  of  the  Chicago 
Sun-Times.  In  connection  with  the 
parent  eompany’s  bankruptcy,  Huron 
Consulting  Group  appraised  the 
relatively  new  plant  and  presses.  On 
paper,  they  were  worth  about  $51.3 
million.  But  the  consultants  concluded 
that  even  if  there  were  not  a  glut  of 
printing  equipment  on  the  market,  the 
Sun-Times  couldn’t  sell  its  presses 
because  they  and  the  building 
would  be  damaged  in  the  disman¬ 
tling  process.  Huron’s  bottom  line: 
Plant  and  presses  might  feteh  $3.2 
million  in  a  sale. 

Given  the  high  cost  of  modifying 
a  press  foundation  and  pad,  news¬ 
papers  often  argue  with  tax 
authorities  that  their  idled  plants 
should  be  appraised  at  the  lower 
rates  applicable  to  a  warehouse. 
Woolard  is  handling  the  tax 
appeals  of  four  newspapers,  and 
recently  resolved  a  fifth,  successful¬ 
ly  arguing  that  its  plant  was 
marketable  only  as  a  w  arehouse. 

Some  papers  managed  to  stay 
ahead  of  commercial  real  estate’s 
downw'ard  curve.  The  New  York 
Times  upgraded  its  College  Point 
plant  before  exiting  its  Edison, 

N.J.,  facility.  Just  beating  tbe  bum 
market,  the  Los  Angeles  Times 
sold  its  Valley  plant  in  2006.  But 
as  the  L.A.  Times  moved  all  print¬ 
ing  to  its  modern  Olympic  plant 
downtown,  a  process  that  was 
expected  to  be  completed  in  June, 
it  isn’t  trying  to  sell  its  Orange 
County  plant.  “We  wall  mothball 
the  presses”  and  retain  business 
and  editorial  offices  there,  says 
Communications  Vice  President 
Nancy  Sullivan. 

A  few  other  papers  managed 
to  sell  off  facilities  even  as  the 
economic  slump  deepened.  In 
early  2008,  the  Denver 
Newspaper  Agency  sold  the 
320,000-square-foot  Denver  Post 
plant  near  the  I-25/I-70  inter¬ 
change.  DNA  wanted  $20  million 
for  it,  and  it  ultimately  sold  for 
$17-1  million  —  as  a  warehouse.  At 
that  same  time.  The  Washington 
Post  announced  it  w'as  selling  its 
College  Park,  Md.,  plant.  The  deal 
took  nearly  two  years  to  close.  The 
state  of  Maryland  bought  the 
300,000-square-foot  strueture  on 


18.5  acres  near  the  University  of 
Maryland,  for  $12  million  —  well  less 
than  half  its  assessed  value  of  $28 
million. 

Another  property  problem  for 
most  newspapers  is  that  suddenly 
unnecessary  pressrooms  are  part  of 
the  headquarters.  Last  year.  The  Palm 
Beach  Post  outsourced  all  printing  to 
the  competing  South  Florida  Sun- 


Sentiners  Deerfield  Beach  plant.  The 
Post  is  removing  equipment  from  its 
plant,  which  is  connected  to  its  offices 
by  an  elevated  walkway. 

Arguing  that  a  warehouse  is 
“probably  the  only  alternative  use” 
for  the  decommissioned  plant, 

“we’ve  contested  their  [tax]  assess¬ 
ment  for  the  last  two  years,”  says 
John  Woolard  of  the  property  tax 
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valuation  consultancy. 

The  Atlanta  Journal-Constitution 
solved  its  similar  problem  by  moving 
1 1  production  and  packaging  —  which 
j  occupied  roughly  two-thirds  of  its 
j  downtown  property  —  to  its  Gwinnett 
j  plant  in  late  2008,  and  then  relocating 
j  the  last  of  its  offices  to  a  northern 
j  suburb  in  April. 

j  The  old  nine-stor>'  office  building 
[  and  production  plant  —  in  a  prime 
j  location  near  the  Georgia  Dome,  and 
the  CNN  and  Convention  Centers  — 


will  be  offered  for  sale,  says  Senior 
Director  of  Production  Richard 
Hawes.  The  most  likely  scenario,  he 
says:  “The  buildings  will  be  torn  down 
to  make  room  for  something  else.” 
And  with  the  glutted  used-equipment 
market,  there’s  no  hurry  to  cart  away 
the  old  iron.  Only  four  Schur  palletiz- 
ers  may  have  value  at  the  Gwinnett 
plant,  Hawes  says. 

The  latest  production  facility 
wearing  a  for-sale  sign  is  The  Dallas 
Morning  News’  South  Plant,  which  is 


barely  three  years  old.  Owner  A.H. 
Belo  values  the  50  acres  and 
134,000-square-foot  facility  at  $5.26 
million.  Because  it’s  a  packaging 
rather  than  printing  plant,  “it  lends 
itself  much  more  easily  for  alternative 
use,”  says  Woolard.  And  with  South 
Plant’s  location  in  a  tax-advantaged 
development  zone  near  two  interstate 
highways,  the  Morning  News  might 
be  a  rare  newspaper  these  days  able 
to  slap  an  “under  contract”  sticker 
over  the  for-sale  sign.  II 


Press  protection 


Dept,  of  Homeland  Security  urges 
newspapers  to  learn  how  to 
safeguard  their  operations 


BY  JIM  ROSENBERG 

OMELAND  Security  thinks 
newspapers  are  a 
vital  national  asset 
'  j  to  be  protected  against 
terrorism.  So  why  are 
newspapers  so  seemingly 
blase  about  the  depart¬ 
ment’s  efforts  to  help 
i  them? 

I  Three  years  after 
i  I  preparing  a  report  aimed 
j  i  at  helping  newspaper 
j '  facilities  protect  themselves 
against  terrorism,  and  several 
months  after  discussions  with  the 

I  j  Newspaper  Association  of  America, 

j  j  “we  have  not  been  successful  with  our 
j  outreach  to  the  newspaper  industiy  ,” 

I I  says  Todd  Keil,  Assistant  Secretary  for 
j  I  the  Office  of  Infrastructure  Protection 

I ;  at  the  U.S.  Department  of  Homeland 
I  i  Security. 

j  1  “This  is  an  area  we’ve  identified 
!  where  we  need  to  strengthen  the  part- 
1  nership,”  Keil  tells  E&P,  arguing  that 
j  I  his  department’s  success  in  securing 

I  commercial  facilities  depends  upon  the 
j  j  level  of  cooperation  it  receives. 

I I  When  mail  containing  anthrax 

j  I  spores  caused  illness  and  death  in  the 
1 1  fall  of  2001  —  and  the  offices  of 
i  j  National  Enquirer  parent  American 
j  Media  were  specifically  attacked  — 
newspapers  reacted  with  precautions 


ranging  from  disposable  gloves  for 
I  mail  handlers  to  trailers  that  isolated 
!  entire  mail  operations.  Soon  after, 

I  what  w^  then  the  Office  of  Homeland 
j  Security  worked  with  the  National 
I  Institute  of  Occupational  Safety  and 
I  Health  on  guidelines  to  protect  against 
I  terrorist  attacks  through  buildings’ 
i  ventilation  sy.stems. 

But  almost  a  decade  later, 
while  aspects  of  terrorism 
remain  a  staple  of  news 
reports,  companies  that 
publish  the  news  have  not 
availed  themselves  of 
information  and  training  to 
protect  their  own  businesses 
—  “to  build  resistance  and 
mitigate  risk,”  in  Keifs  words. 
Newspapers  fall  within 
Entertainment  and  Media,  one 
of  eight  major  components  of  the 
commercial  facilities  sector.  But  so  far, 
most  of  the  attention  has  come  from  the 
entertainment  side.  “We’d  like  to  bal¬ 
ance  that  scale  a  little  bit,”  says  Keil. 

“We  haven’t  received  a  lot  of  feedback 
from  the  news  industry  on  the  informa¬ 
tion  we  put  out  [and]  need  to  know'  if 
it’s  meaningfiil.” 

Among  its  many  free  information 
and  training  tools.  Homeland  Security 
offers  a  document  specific  to 
newspaper  production  and  distribution 
facilities  titled  “Potential  Indicators 
of  Terrorist  Activity,  Common 
Vulnerabilities,  and  Protective 
Measures.”  Tfiat  report  —  and  much 
more  —  is  available  at 
www.dhs.gov/cfsector  and  by 
registering  to  access  the  Homeland 
Security  Information  Network. 


\  The  department  asks  newspapers  — 
and  E&P  —  not  to  publish  the  report’s 
contents,  even  though  little  is  surpris- 
j  ing.  “Although  this  is  fairly  benign 
information,”  Keil  acknowledges,  some 
of  it  “could  be  used  against  us.”  Having 
it  all  one  place,  he  adds,  just  makes  it 
easier  for  the  bad  guys.  But  that’s  also 
the  report’s  value  to  a  facilities  manag¬ 
er:  The  nature  of  the  information  aside, 
even  if  only  some  of  it  is  needed  at  any 
given  time,  there’s  much  to  consider, 

I  remember  and  implement. 

Industries  and  the  department  share 
information  through  corresponding  coor¬ 
dinating  councils,  which  often  include 
trade  associations.  For  newspapers,  that 
!  could  mean  production,  circulation, 
advertising  and  editorial  organizations. 

I  To  the  extent  the  desired  partnership 
!  with  the  private  sector  is  achieved, 

I  newspapers  may  have  as  much  to  offer 
j  as  to  gain.  Apart  from  keeping  the 
j  public  informed,  Keil  notes  that 
I  newspapers  are  especially  well  posi- 
i  tinned  to  aid  communities  in  a  way 
I  that  supports  the  department’s  See- 
I  Something,  Say-Something  campaign, 
j  Unlike  mail  carriers  or  others  w'ho 
I  walk  or  drive  neighborhoods  and 
I  downtowns,  newspaper  delivery  drivers 
and  independent-contractor  carriers 
generally  are  out  and  around  seven 
days  a  week  before  dawn,  and  many  or 
I  most  carriers  live  in  or  near  areas  they 
serve.  A  community’s  eyes  and  ears 
when  its  other  members  are  still  asleep, 
they  frequently  report  medical  emer¬ 
gencies,  fires  and  crimes.  Add  in  per¬ 
sonnel  from  circulation,  ad  sales  and 
the  newsroom,  and  a  paper  can  have  a 
[  pervasive  presence  day  and  night. 

I  “That’s  something  we’re  going  to  tiy 
i  to  pursue  through  the  sector  coordinat- 
j  ing  council,”  says  Keil,  “because  it’s 
I  such  a  valuable  resource.”  11 


Todd  Keil 
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In  an  opinion  piece  for  CNN’s  Website  titled  “We  Should 
Be  Thankful  for  WikiLeaks,”  Roy  Greenslade  —  professor  of 
journalism  at  City  University  in  London  and  a  veteran  U.K. 
editor  at  the  Daily  Mirror,  Sunday  Times  and  The  Sun  — 
called  the  reporting  of  the  exposed  documents  a  triumph  for 
what  he  calls  “data  journalism,”  the  science  of  sifting  through 
information  to  deliver  informative  reports.  He  says  the 
newspapers  had  an  ethical  obligation  not  to  identify  anyone 
in  their  reporting,  but  “the  publishing  of  the  material  in  the 
papers  and  on  the  ’Net  —  as  long  as  it  safeguarded  the  iden¬ 
tities  of  people  in  harm’s  way  —  can  be  justified  as  being  in 
the  public  interest.” 

Some,  however,  spoke  out  against  the  very  idea  of  publishing 
such  information,  and  others  questioned  WikiLeaks’  motives. 

“This  is  the  kind  of  information  that  can  get  people  killed. 
It  also  raises  the  data  release  to  a  new  level  of  criminality,”  a 
Washington  Times  editorial  read.  “These  secret  reports  have 
the  greatest  possibility  of  causing  deadly  consequences, 
which  under  the  American  legal  tradition  is  why  those  who 
leaked  them  should  be  held  accountable.” 

Stars  and  Stripes  Senior  Managing  Editor  Howard  Witt, 
in  an  opinion  piece  first  published  on  E^P  Online,  railed 
against  WikiLeaks  and  the  way  the  mainstream  media 
“breathlessly  fanned”  the  stoiy. 

“We  didn’t  pursue  the  WikiLeaks  wares  because  we  didn’t 
see  much  new  or  particularly  revelatory  that  we  and  many 
others  haven’t  already  been  reporting  for  months,”  Witt  wrote. 
“WikiLeaks  is  no  different  than  scores  of  other  highly 
politicized  Websites  peddling  activist  agendas,  even  if  many 
WikiLeaks  acolytes  in  the  media  tr\'  to  persuade  us  otherwise.” 

Others  questioned  whether  the  documents  should  even 
have  been  classified  to  start  with.  The  most  important 
lesson  from  the  release  of  tens  of  thousands  of 
pages  of  classified  information  about  the  war  in 
Afghanistan  seems  to  be  getting  lost:  Far  too 
much  information  is  classified,  often  simply 
because  it  is  embarrassing  to  the  government,” 
Erwin  Chemerinsky,  dean  and  a  professor  at  the 
UC  Irvine  School  of  Law,  wTOte  in  the  Los  Angeles 
Times. 

“I  think  that  the  publications  should  have 
published  the  information,”  says  Chemerinsky. 

“So  long  as  they  believed  it  was  accurate  and 
newsworthy  and  had  no  reason  to  believe  that  it 
would  endanger  national  security,  they  did  the 
right  thing  by  publishing.” 

Floyd  Abrams,  the  renowned  expert  on  First  Amendment  law 
who  argued  the  Pentagon  Papers  case  for  The  New  York  Times 
and  is  now  a  partner  at  New  York  law  firm  Cahill  Gordon  & 
Reindel,  also  voiced  his  support  for  the  decision  to  publish. 

“I  think  the  three  newspapers  acted  correctly  —  morally 
and  journalistically  —  in  publishing  some  of  the  materials 
they  received  from  WikiLeaks,”  Abrams  tells  Ei^P.  “While 
the  only  one  of  the  three  that  I  read  was  the  Times,  it  made 
clear  that  it  took  steps  to  seek  to  check  the  material  for 
authenticity  and  accuracy  as  well  as  assuring  that  what  it 
published  would  not  threaten  the  safety  of  our  troops.” 

He  adds,  “I  do  not  know’  and  cannot  know  if  that  is  true  of 
WikiLeaks  itself,  and  I  do  have  concern  that  its  posting  of 
the  tens  of  thousands  of  classified  e-mails  and  the  like  may 
well  have  been  done  without  any  serious  effort  at  vetting 
them  for  potential  harm.”  [1 


Should  those  thousands  of  Afghan  war  documents 
have  been  leaked?  And  what  are  the 
ethical  questions  behind  publishing  them? 


BY  SHAWN  MOYNIHAN 

IT  WAS  THE  Leak  Heard  ’Round  the  World. 

This  summer  the  independent  Website 
WikiLeaks  published  six  years’  worth  of 
classified  military  information  on  the  war  in 
Afghanistan  —  tens  of  thousands  of  classified 
militaiy  field  reports  about  the  war,  detailing 
thousands  of  events  in  the  ongoing  conflict. 

The  New  York  Times,  along  with  The  Guardian 
newspaper  of  London  and  German  magazine  Der 
Spiegel,  was  given  access  to  the  material  several 
weeks  prior.  The  Gray  Lady  spent  a  month  poring 
over  the  data  for  disclosures  and  verifying  the  information 
for  what  would  become  ‘The  War  Logs,”  a  series  of  stories  it 
touted  as  “a  real-time  history  of  the  war  reported  from  one 
important  vantage  point  —  that  of  the  soldiers  and  officers 
actually  doing  the  fighting  and  reconstruction.” 

Overnight,  WikiLeaks  rocketed  from  obscurity  to  a  major 
topic  of  media  debate.  Its  editor-in-chief  and  public  face, 
Julian  Assange,  was  thrust  into  the  national  spotlight,  and 
once  his  take-down-the-bastards  political  intentions  received 
more  scrutiny  he  became  hailed  by  some  as  a  champion  of 
anti-secrecy  and  derided  by  others  as  an  anti-war  crusader 
with  a  clear  and,  depending  upon  your  perspective,  danger¬ 
ous  agenda.  U.S.  Defense  Secretary'  Robert  Gates  accused 
him  of  “having  blood  on  his  hands.” 

In  the  weeks  that  followed,  the  site  that  once  barely  regis¬ 
tered  on  the  media  radar  became  both  a  hot  topic  for  ethical 
debate  and  a  new  media  force  to  be  reckoned  with. 


Howard  Witt 
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Latin  American  newspapers  are  starting  to  wake  up  to  the  challenge 
—  and  opportunity  —  of  social  media 


BY  MARK  FITZGERALD 

Latin  American  newspapers  are 
in  a  good  place  right  now,  as  this 
space  discussed  in  the  August 
issue  of  E&P.  While  North  American 
papers  struggle  to  reverse  the  decline  of 
recent  years,  Latin  American  dailies  have 
grown  circulation  by  more  than  20%  in 
just  the  past  three  years  —  and  are  pro¬ 
jected  to  increase  revenue  at  an  annual 
i  rate  of  5.1%  for  the  foreseeable  future. 

1  It’s  not  going  to  last,  warns  Andres 
1 1  Cavalier,  whose  Miami-based  firm 
1 1  Fastrack  specializes  in  developing 
1 1  digital  content  strategy  and  social 
i  I  media  management  for  Latin  markets. 


“At  this  point  most  newspapers  in 
Latin  America  are  still  enjoying  a  good 
era,”  he  says.  “Most  of  these  newspapers 
are  family-owned  and  are  dominant  in 
their  markets.  But  I  think  that’s  slowly 
starting  to  change  with  more  television 
channels,  the  Internet  and,  most  espe¬ 
cially,  mobile  news  media.  Those  news¬ 
papers  that  don’t  innovate  aggressively 
over  the  next  few  years,  I  think  will 
have  a  hard  time  in  the  future.” 

In  many  ways,  the  future  has  arrived. 
Latin  America  accounts  for  57  million 
of  Facebook’s  users.  In  Mexico  alone, 
the  number  of  Facebook  users  jumped 
from  5.1  million  at  the  beginning  of 
2010  to  12  million  by  June.  Soon  after 
the  Mexican  City  daily  El  Universal 
opened  its  Twitter  account  it  had 
200,000  followers. 

And  all  this  is  happening  in  a  region 


with  Internet  penetration  that  is  low  but  | 
poised  to  boom.  Most  Latin  American  i 
newspapers  find  themselves  behind  the 
trend  —  and  racing  to  catch  up. 

They  have  some  good  examples  to 
follow  in  their  neighborhood,  however,  j 

Among  the  most  innovative  is  El 
Comercio,  the  Lima  daily  that  is  Peru’s 
oldest  and  among  the  largest  with  a  | 
circulation  of  120,000.  The  paper  j 

designed  its  Website  to  attract  a 
younger  apdience  with  pictures  and 
videos  replacing  the  usual  headlines  and 
text.  Earlier  this  year,  El  Comercio  sent 
traffic  surging  at  its  site,  elcomercio.pe, 
by  creating  a  Facebook-like  social^^ 
media  site  called  La  Comunidad 
(http://elcomercio.pe/comunidad/).  i 

This  summer  El  Comercio  added  a 
feature  called  “ReporTube”  to  La 
Comunidad  as  a  place  where  users  j 

can  post  video,  photos  and  report  the  ] 
news  themselves.  Four  days  after  its  j 

announced  launch,  the  site  had  2,300  ! 

postings  and  more  than  1,000  members. 
Hundreds,  too,  have  signed  up  to  be 
“Reportuberos,”  citizen  journalists  who  j 

can  take  advantage  of  a  training  course  | 
offered  by  El  Comercio.  An  interactive  I 
map  on  the  site  shows  Reportuberos 
posting  from  four  continents. 

In  Argentina,  La  Voz  del  Interior  took 
this  homemade  strategy  a  step  further.  i 
While  El  Comercio  still  engages  with  | 
readers  through  Facebook  and  Twitter,  ! 

La  Voz,  says  Cavalier,  “created  their  own 
community  in  order  to  have  the  audi¬ 
ence  go  to  their  Website  as  opposed  to 
visiting  third-party  social  media  sites.” 

The  Cordoba  daily,  published  by  the 
Argentine  media  giant  Clarin  Group,  ! 

created  a  site  called  Vos,  the  Spanish  | 
equivalent  of  “you  all.”  Members  get  i 
Tvritter-like  and  Facebook-like  accounts  i 

to  interact  vrith  other  users  and  com¬ 
ment  on  content.  Vos’  traffic  didn’t  soar  I 
fi-om  the  beginning  due  to  technical  | 
issues  with  the  site  —  a  hazard  of  the  | 
go-it-alone  approach  —  but  has  grown 
well  since  the  problems  were  resolved.  S)  I 


rflin-HM  niuniKHi 

- 

)Drug  cartels  that  have  long  I 

intimidated  Mexican  journalists  | 

into  silencing  coverage  of  | 

narcotics  trafficking  took  a  new 
tack  by  intimidating  news  organi¬ 
zations  into  broadcasting  their  propaganda.  Four 
journalists  —  two  cameramen  of  the  Televisa; 

Javier  Canales,  a  cameraman  for  the  national 
newspaper  chain  and  TV  network  Milenio; 
and  Oscar  Solis,  a  reporter  for  the  local 
newspaper  El  Vespertino  —  were  kidnapped 
separately  and  held  captive  together  for  a  week 
in  the  Durango  state  by  captors  who  demanded 
the  networks  broadcast  videos  of  alleged  ties 
between  government  officials  and  a  rival  drug 
gang  called  the  Zetas.  The  four  were  rescued  or 
released  in  early  August.  “Mexican  authorities 
cannot  allow  criminal  groups  to  control  the  flow 
of  information,"  said  Carlos  Lauria  of  the 
Committee  to  Protect  Journalists  (CPJ).  I 


Chile's  Congress  is  looking  at  a 
proposal  to  amend  the  national 
media  finance  law  to  give  public 
funds  to  newspapers  and  others 
whose  offices  or  equipment  were 
damaged  in  the  Feb.  27  earthquake,  UPl  reported. 


eWith  his  release  and  deportation  ! 

to  Spain  in  late  July,  reporter  I : 
Jose  Ubaldo  Izquierdo  i 

Hernandez  became  the  11th  |  j 

imprisoned  independent  journalist  i  I 

to  be  freed  by  the  Cuban  government  this  month. 
Izquierdo  Hernandez,  of  the  independent  news 
agency  Grupo  de  Trabajo  Decoro  in  Havana,  was 
serving  a  16-year  prison  sentence  imposed  in 
2003.  He  was  among  52  independent  journalists, 
economists,  librarians  and  political  dissidents  i 

rounded  up  in  the  notorious  Black  Spring  i 

crackdown  of  March  23.  CPJ  said  nine 
independent  journalists  were  arrested  and  ; 
remain  in  prison  with  no  word  on  when  or 
whether  they  will  be  released. 


The  pro-Hugo  Chavez  journalists 
group  Periodismo  Necesario 
(Necessary  Journalism) 
demanded  an  investigation  of 
the  press  freedom  groups  Public 
Space  and  the  Institute  of  Press  and  Society 
(IPYS),  saying  they  had  received  $4  million  in 
funding  from  the  U.S.  government  to  attack  the 
Venezuelan  leader  and  destabilize  the  nation. 
Both  groups  noted  they  receive  funding  from 
many  sources,  including  the  Organization  of 
American  States,  and  vigorously  denied  any 
implication  they  were  involved  in  partisan 
plotting. 
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REDUCING  COSTS  A  CONTINUED  PRIORITY 


Respondents  were  asked,  “In  what  areas  of  your  operations 
are  you  looking  for  cost  reduction  over  the  next  12  months?” 

(All  respondents)  N=481 

Consumer  sales 

•fcu!  3.33% 

Training 

'WfN’T-!  5.20% 

Product  deveiopment 

MitiijS.82% 

Advertising 

ItHKil  6.44% 

Marketing 

i^^K2l7.69% 

None 

■■■ES}8.32% 

Capital  investments 

11.23% 

Content  syndication 

■RBHliiit  IZ.68% 

IT 

- ^ - 

Content  generation 

Mfel  tJ  26.82% 

WMEa  28)90% 

Distributiorl 

■rw  1  ■ 

1  BIS'. 33.26% 

Administration 

42.41% 

Printing 

m'-ff 

45.32% 

Materials  (including  paper) 

Sou 

so  100  150  200  250 

ce:  2010  World  Newspaper  Future  &  Change  Study,  WAN-IFRA,  University  of  Central  Lancashire. 

and  Norwegian  School  of  Management  ®  WAN-IFRA  2010 

JOBS  LOST: 

ECONOMY  VS.  JOURNALISM  INDUSTRY 

DIGITAL  FUTURE 
STUDY’  FINDINGS 


62% 


of  Internet  users  polled  who  read 
newspapers  offline  said  they  would 
miss  the  print  edition  of  their  newspa¬ 
per  if  it  ceased  to  exist  -  an  increase 
for  the  second  year  in  a  row.  ' 


22% 


of  Internet  users  who  read 
newspapers  said  they  would  not  miss 
the  print  edition  of  their  newspaper, 
down  from  24%  in  2008. 


18% 


NUMBER  OF  JOBS  LOST 


Source:  Journalists  of  Color  Inc.  and  Bureau  of  Labor  Statistics  ®  WAN-IFRA  2010 


of  Internet  users  said  they 
stopped  a  subscription  to  a 
newspaper  or  magazine  because  they 
now  get  the  same  or  related  content 
online,  a  decline  from  22%  in  2008. 

If  the  print  edition  of  Internet  users’ 
newspaper  stopped  publishing, 

59% 

said  they  would  read  the  online 
edition  of  the  publication  for  the  same 
information,  while  37%  said  they 
would  read  the  print  edition  of 
another  newspaper  if  their  publication 
ended  its  print  edition. 


Source:  2010  USC  Annenberg  Digital  Future  Study,  School 
for  Communication  &  Journalism 


IS  YOUR  SALARY  DOWN? 


Yearly  comparison  of  base  salary  and  direct  compensation  by  position 
BASE  SALARY 

Title  2006-2005  2007-2006  2008-200712008-200912010-200^ 


TOP  10  NEWSPAPER  WEBSITES 


JULY  2010  U.S. 


Total  Unique  Total  Pages 
Visitors(OOO)  Viewed(MM) 


Reporter  11  \  +2.6% 


+1.2% 


+2% 


2.2% 


-1.7% 


Editor 

+2.3% 

+3.5% 

+1.4% 

2.2% 

-4.6% 

DIRECT  COMPENSATION 

Title 

2006-2005 

2007-2006 

2008-2007 

2008-2009 

2010-2009 

;  Reporter  II : 

[  +2.6%  i 

+1.7% 

+1,3% 

I  +2.01%  1 

-1.3%  ] 

Editor 

+0.9% 

+2.2% 

_ _ _ 1 

-0.1% 

+0.8% 

-5.5% 

Note:  The  rates  of  changes  are  based  only  on  responses  from  353  newspapers 
reporting  their  figures,  and  should  not  be  interpreted  as  an  overall  industry 
percentage  change  for  each  position. 

Source:  Inland  Press  Association 


NYTIMES.COM 

32,054 

707 

USATODAY  Sites 

16,220 

152 

WASHINGTONPOST.COM 

16,019 

163 

LATIMES.COM 

13,590 

113 

NYDAILYNEWS.COM 

12,816 

107 

Wall  Street  Journal  Online 

12,391 

111 

TOPIX.COM 

8,545 

125 

BOSTON.COM 

7,814 

136 

SFGATE.COM 

6,717 

101 

NYPOST.COM 

6,563 

104 

Source:  comScore 

wwvu.editorandpublisher.com 


SEPTEMBER  2010  EDITOR  &  PUBLISHER  19 


NE  WSOSAU 

OFFLINE/ON  TARGET 


A  new  generation’s  values  challenge  the  fundamental  values 
of  the  newspaper  business  model 


BY  ALAN  D.  MUTTER 

HE  French,  as  Steve  Martin 
once  observed,  have  a  different 
word  for  everything.  But  a  recent 
groundbreaking  study  of  modern  media 
consumers  by  BVA,  a  French  market 
research  firm,  resonates  perfectly  in 
any  language. 

The  research  is  important  to  anyone 
worried  about  the  future  of  the 
newspaper  business,  because  it  demon¬ 
strates  how  profoundly  next-generation 
consumers  differ  from  the  aging  geezers 
(this  writer  included)  who  account  for 
more  than  half  of  newspaper  readership 
in  the  United  States  even  though  they 
represent  barely  30%  of  the  population. 

The  French  study  found  that  young 
people  have  utterly  different  attitudes 
than  their  elders  about  such  seminal 


concepts  as,  say,  institutional  authority. 
Further,  those  attitudes  are  diametrical¬ 
ly  opposed  to  the  values,  expectations 
and  economic  underpinnings  that 
suffuse  the  newspaper  business. 

The  almost  complete  generational 
disconnect  means  that  editors  and 
publishers  have  lots  to  learn  —  tout  de 
suite  —  if  they  hope  to  preserve  the 
long-term  sustainability  and  value^of 
their  franchises.  But  it  won’t  be  easy, 
because  learning  to  think,  speak,  and 
act  in  this  new  and  alien  paradigm  is 
even  harder  than  learning  French. 

In  an  intensive,  three-month  study 
of  the  media  and  social  habits  of  100 
consumers  between  the  ages  of  18  and 
24,  BVA  found  that  this  generation  — 
which  it  dubbed  “Digital  Natives” 
doesn’t  trust  authority,  doesn’t  want 


R 


anyone  telling  them  what  to  think  and 
doesn’t  like  to  pay  full  retail  prices. 

The  study  was  reported  over  the 
summer  by  my  friend  Frederic  Filloux, 
a  media  strategist  and  consultant  in 
Paris  who  graciously  allowed  me  to 
quote  from  the  English  abstract  he 
posted  on  his  blog,  MondayNote.com. 
You  can  contact  BVA  directly  at 
http :  / /tiny.cc/diginative. 

The  key  findings  of  the  research  — 

]  and  the  implications  for  the  newspaper 
j  business  —  are: 

I  Eroded  Trust 

Finding:  Digital  Natives  don’t  trust 
politicians,  social  institutions,  the 
media,  or  corporations.  Rather,  they 
rely  largely  on  themselves  and  their 
peers  to  decide  what  to  think,  what  to 
do  and  what  to  buy. 

Implication:  This  pretty  much 
rejects  everything  newspapers  stand 
for,  inasmuch  as  editors  and  publishers 
traditionally  have  operated  on  the 
theory  that  readers  regard  them  as 
authorities  reporting  authoritatively  on 
the  activities  of  other  authorities  —  and 
that  advertisers  will  pay  big  bucks  to 
leverage  the  authority  of  the  newspaper 
for  their  brands. 

.  Primal  Screens 

Finding:  A  generation  raised  on 
television  screens,  computer  screens, 
game  screens  and  phone  screens  — 


EidosMedia 


The  path  to  true 
convergence  ... 
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often  all  at  the  same  time  —  can’t 
get  enough  information  fast  enough, 
leading  to  frenzied  multitasking  and 
attenuated  attention  spans.  The  busier 
Digital  Natives  get,  the  less  they 
concentrate,  the  less  they  think  and  the 
less  they  absorb. 

Implication:  Newspapers  are  the 
antithesis  of  the  empty  info-calories 
topically  consumed  by  Digital  Natives. 


are  forced  to  close  their  doors. 

At  a  time  the  U.S.  newspaper  industiy 
ought  to  be  desperately  seeking  fresh 
insights  into  the  markets  they  have  and 
the  consumers  they  hope  to  serve,  it  is 
troubling  to  have  to  look  overseas  for 
the  kind  of  research  that  should  be 
under  way  here. 

Publishers  need  to  invest  in  learning 


everything  they  can  about  the  Digital 
Natives  on  this  side  of  the  Atlantic  so 
they  can  start  developing  solutions  to 
secure  the  health  of  their  franchises. 
When  do  we  start? 


Alan  D.  Mutter  writes  Reflections  of  a 
Newsosaur  at  www.newsosaur.blogspot.com. 
He  is  at  alan.mutter@hroadhandxon.com. 


Gannesmanship 

Finding:  Digital  Natives  view  life 
as  a  game  of  outsmarting  authority 
to  beat  a  system  they  disdain. 
Whether  catching  up  on  the  news 
or  shopping  for  a  car.  Digital 
Natives  enjoy  the  challenge  of 
acquiring  and  manipulating 
information  as  much  as  the 
outcome  to  which  it  leads. 

Implication:  This  suggests  the 
most  satistying  way  a  Digital  Native 
can  interact  with  a  newspaper  is  to 
argue  with  it.  While  that  might  be 
fun  for  the  Digital  Native,  it  plays 
hell  with  the  credibility  of  the  press. 
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Never  Pay  Retail 

Finding:  ‘The  Digital  Native 
enjoys  using  all  tools  available  in 
his  arsenal  to  outsmart  the  mer¬ 
chant  system  and  to  find  the  best 
deal,”  research  director  Edouard  Le 
Marechal  told  Filloux.  “He  doesn’t 
trust  the  brand.  Like  in  a  game,  the 
brand  is  the  enemy  to  defeat.” 

Implication:  Taken  to  its  logical 
conclusion,  this  finding  suggests 
the  coming  obsolescence  of 
advertising  as  we  know  it. 


2  Years -$125  (Best  Deal) 

Includes  Print,  Digital  Magazine, 
Online  Access  and  E-Newsletter 

1  Year  - $65 

Includes  Print,  Digital  Magazine, 
Online  Access  and  E-Newsletter 


The  Dilemma 

The  sobering  findings  of  this 
study  represent  both  a  dilemma 
and  a  challenge  for  newspapers. 

If  newspapers  tried  to  change 
themselves  sufficiently  to  appeal  to 
the  Digital  Natives,  they  would  be 
forced  to  seriously  compromise,  if 
not  abandon,  their  core  strengths 
and  values.  The  resulting  products 
in  all  likelihood  would  turn  off  a 
large  number  of  their  most  faithful 
readers. 

If  newspaper  publishers  don’t 
develop  products  and  semces  to 
appeal  to  young  consumers, 
however,  they  run  the  risk  of 
wasting  into  irrelevant  and  unprof¬ 
itable  anachronisms  that  eventually 
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Syndicated  business  model  takes  cue  from  free  Internet  content 


BY  ROB  TORNOE 

Newspapers  have  taken  a  drubbing  from  the  vast 
array  of  free  content  available  on  the  Internet,  but 
now  a  variety  of  syndicates  offering  free  content  has 
developed  to  help  cost-minded  publications  embrace 
“free”  and  use  it  to  their  advantage. 

One  such  company,  Family  Features,  provides  free  editorial 
content  that  spans  a  variety  of  lifestyle  themes,  including  food, 
seasonal  and  home  &  garden. 


The  syndicate’s  team  of  writers,  who 
work  in  AP  style  and  many  of  whom 
possess  newspaper  experience,  develop 
content  in  conjunction  with  nationally 
recognized  corporate  sponsors,  com¬ 
modity  boards  and  associations. 

“Many  of  us  at  Family  Features  come 
from  journalism  jobs,  so  w  e  are  familiar 
with  what  is  seasonal  and  timely,”  says 
Stephanie  Carey,  a  Family  Features 
account  manager. 

So  how  does  the  syndicate  make 
money?  By  including  names  and  prcxlucts 
by  such  nationally  recognized  advertisers 
and  sponsors  as  General  Mills,  Cold  Stone 
Creamery  and  American  Greetings, 


among  others.  For  example,  one  recent  i 
article  involving  landscaping  your  j 

backyard  using  concrete  walkways  ! 

included  a  link  to  Quickrete.com  for  | 

more  project  ideas.  j 

The  copyright-free  content  produced  | 

by  Family  Features  is  provided  to  edi-  | 
tors  in  camera-ready  and  unformatted  j 

;  features,  syndicated  columns,  special  j 

i  sections  and  Web  solutions.  Templates  i 

I  are  also  offered,  to  let  editors  localize  j 

the  content. 

“When  w'e  have  information  about  a 
particular  local  aspect  of  any  story,  we 
offer  that  information  on  our  Website,” 
says  Carey.  The  content  can  also  be  used 
as  a  “stor>'  starter”  for  any  publication 
that  wishes  to  include  local  content, 
interviews  and  photos. 

In  business  since  lyyi'.  Family  Fea¬ 
tures  has  about  4,500  print  and  online 
media  outlets  currently  using  its  con¬ 
tent.  Many  editors,  like  Barbara  Sauers, 
managing  editor  of  The  Star  Democrat 
in  Easton,  Md.,  use  the  free  content  to 
help  supplement  their  lifestyle  sections. 

I  “They  have  a  great  service,”  she  says. 

“The  layouts  are  nice,  and  we  receive  a 
lot  of  reader  reaction  when  we  run  their 
pages.  Readers  enjoy  them.” 

Another  company  offering  free 
content  to  newspapers  is  Just  a  Pinch 
media,  started  by  industry  veteran  L. 


Daniel  Hammond.  In  2000,  Hammond  I  i 
launched  American  Profile,  a  Parade-  \ 
like  supplement  aimed  at  small-town  j  | 
community  papers.  By  the  time  he  sold  |  j 
it  and  a  home-cooking  .supplement  1 1 

called  Relish  to  Shamrock  and  Bain  !  | 

Capital  in  2007,  American  Profile  [  j 

boasted  a  1.1-million  circulation.  !  j 

Hammond,  wanted  to  create  a  way  to  j 
tap  into  the  kitchens  of  rural  housewives 
and  give  them  a  way  to  share  with  one 
another.  “The  concept  was  that  we 
could  create  one  of  the  largest  online  i 

recipe-swapping  communities,  [ 

targeting  rural  housewives,”  he  says. 

Hammond’s  plan  has  been  a  big  j 

success  among  readers.  Ten  thousand  ! 
recipes  were  swapped  in  the  first  month  | 
alone,  and  after  three  months  the  site 
w  as  up  to  1.3  million  page  views  a 
month  and  growing.  More  than 
110,000  readers  have  created  a  profile 
on  the  site. 

Users,  he  says,  “love  being  able  to 
pose  cooking  and  ingredient  questions 
directly  to  a  recipe  submitter  or  going  to 
the  Tow'n  Square  where  they  can  chat 
with  other  cooks  about  everything  from 
Sunday  dinners  to  fresh  veggies.”  Online 
coupons  more  than  make  up  for  the  cost  I 
of  a  monthly  membership,  he  adds. 

Hammond  uses  content  from  the 
recipe  club  and  offers  it  to  newspapers 
for  free  in  tw  o  weekly  hometown  food 
columns,  “Just  a  Pinch”  and  “Janet’s  ' 
Notebook.”  The  response  has  been  t 

.strong  from  newspapers  looking  to  trim 
costs  while  continuing  to  provide  local, 
relevant  editorial  content.  ! 

“Just  a  Pinch”  has  no  precise  method  I 
of  tracking  how'  many  publications  are  | 
using  its  content,  but  according  to  j 

Hammond  about  1,000  newspapers  I 

have  signed  up  to  use  the  site.  The  j 

content  is  e-mailed  to  publishers  once  j 
a  week,  who  are  not  required  to  use  i 

any  of  the  columns  they  are  provided. 

“Just  a  Pinch”  also  awards  blue 
ribbons  to  recipe  club  members  for 
outstanding  recipes  and  sends  a  press 
relea.se  to  the  creator’s  hometown 
newspapers.  Some  have  run  just  the 
release,  but  most  make  it  into  a  staff- 
written  feature. 

“Unlike  the  celebrity  food  shows  and 
Websites,”  Hammond  says,  “Ju.st  A 
Pinch  Recipe  Club  is  fed  and  nurtured 
by  people  in  towns  across  America.”  0 

Rob  Tomoe  can  be  reached  at 
rohtomoe@gmail.com. 
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It’s  the  moment  of  truth: 

Once  the  editorial  cartoonist  decides 
what  the  subject  will  be  for  his  or  her  next 
creation,  a  sketch  is  done  —  and  in  most 
cases,  it’s  submitted  to  the  editorial  page 
editor  or  the  editor  for  approval.  Most 
times,  those  concepts  get  the  OK  and  the 
cartoonist  sets  about  completing  the  final 
artwork.  But  sometimes,  while  rare,  there 
are  instances  in  which  an  idea  gets  nixed 
or  rejected  by  an  editor,  usually  for  fear  of 
offending  readers. 

What  follows  is  E&Ps  gallery  of 
editorial  cartoons  deemed  by  editors  to 
be  too  "hot”  to  run  in  their  paper  —  and 
one  that  came  crotch-kickingly  close. 


NO 

Fee/.//vjG^? 


GO 


HeLL. 


Better  Off  Ted 

Mike  Lester,  News-Tribune, 

Rome,  Ga. 

“My  owner/publisher  js  a  very  smart 
newspaper  man,  and  I  don’t  pretend 
to  know  why  this  or  any  cartoon  is 
killed,"  says  Lester.  “But  in  this  case, 
if  I  had  to  guess  it  would  be  that  1 
rightly  or  wrongly  assumed  Ted  went 
to  heaven.” 


A  Swiss  Miss 

Jimmy  Margulies,  The  Record. 
Bergen  County,  N.J. 

According  to  cartoonist 
Margulies,  The  Record  was 
considering  writing  an 
editorial  on  Switzerland’s 
decision  to  free  Roman  Po¬ 
lanski,  but  it  ended  up  getting 
killed  for  space  reasons.  “I 
showed  the  sketch  to  Edito¬ 
rial  Page  Editor  Alfred  Doblin 
because  it  was  something  I 
wanted  to  draw  about  as  well," 
Margulies  recalls.  "He  thought 
it  was  a  very  good  cartoon,  but 
felt  that  it  was  not  appropriate 
for  a  family  newspaper." 
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This  cartoon  featuring  Linda  McMahon  giving 
the  business  to  Connecticut  Attorney  General 
Richard  Blumenthal  (the  two  were  locked  in  the 
Connecticut  Senate  race)  is  based  on  a  World 
Wrestling  Entertainment  skit  in  which  Linda 
McMahon  (wife  of  WWE  impresario  Vince 
McMahon)  kicked  someone  in  the  crotch  while 
firing  him.  “It  ran,  but  only  after  ‘the  boys'  on 
the  editorial  page  said  it  was  OK."  says  Engle- 
hart.  “It  was  probably  based  on  Donald  Trump’s 
TV  show,  but  I  don’t  want  to  know  any  more 
than  I  already  do  about  professional  wrestling." 


(Almost) 

Getting  the  Boot 

Robert  Englehart,  The  Hartford  (Conn.)  Courant 


See  No  Evil,  Hear  No  Evil ... 

Adam  Zyglis,  The  Buffalo  (N.Y.)  News 


“It  s  never  really  the  message  that  my  editors  take  issue  with 
when  a  cartoon  gets  spiked  —  it’s  the  concept  or  the  imagery," 
says  Adam  Zyglis.  “The  two  things  I  have  to  be  careful  with 
are  poop  jokes  and  how  I  criticize  the  Pope.  In  the  case  of  the 
Pope  cartoon,  my  editors  thought  satirizing  the  “Holy  Trinity" 
around  Easter  time  was  going  a  little  too  far  in  the  eyes  of  our 
Catholic  readers.  So  I  just  came  up  with  a  different  concept  to 
get  across  the  same  message,  and  went  ahead  with  a  different 
Pope  cartoon.” 


Jockeying  for  Position 

Dana  Summers,  Orlando  Sentinel 

This  cartoon  might  seem  innocuous  until  you 
realize  what  adorns  the  White  House  lawn  is 
a  Republican  lawn  jockey.  “My  editor  thought 
it  was  a  biftoo  ’racial’  for  right  after  Obama’s 
election,”  says  Summers. 

“I  thought  it  was  fine.” 
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Tea  Party  Madness 

Clay  Jones,  The  Free  Lance-Star 
Fredericksburg,  Va. 

Jones’  editor  and  his  assistant  liked  this  one 
—  "However,  they  both  said  we  would  catch  flak 
for  it,  and  the  cartoon  wasn’t  good  enough  to 
get  us  in  trouble,”  he  says.  “My  thought  is,  if  it’s 
not  that  good  then  it  won’t  get  us  in  trouble.  If 
we  get  heated  criticism  for  it,  then  it’s  a  good 
cartoon.” 
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HOW  RESEARCH  AND  DEVELOPMENT  FARES  AMONG 
PINCHED  CONSUMABLES  SUPPLIERS 

BY  JIM  HOSKNBEKG 


N  A  TIGHTER  AND  UGHTER 
market,  how  much  research  and 
development  can  newspapers  expect 
from  consumables  suppliers? 

As  raw  material  costs  continue  to 
climb  and  newspaper  demand  declines, 
R&D  interest  and  investment  among 
ink  and  plate  suppliers  have  by  no 
means  disappeared.  But  most  report  a 
focus  on  process  improvement  as  much 
as  or  more  than  product  development. 
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They  have  to.  They’re  tracking  their  customers.  For  while 
new  or  better  products  are  likely  to  eventually  see  demand, 
for  now,  seller  and  buyer  are  just  trying  to  contain  costs  and 
stay  in  business.  Those  new  or  better  products  can  expect  a 
place  among  special  wraps  or  covers,  premium  and  niche 
products.  But  conventional  products, available  to  print  most 
dailies*or  weeklies  can  do  the  job. 

Of  course,  necessity  does  drive  invention  —  for  example, 
the  reasons  behind  the  early  push  for  newspaper  flexo,  as  one 
executive  recalls,  citing  concerns  over  the  availability  and  cost 
of  the  naphthenic  oils  used  in  offset  litho  news  inks.  But  that 
was  more  than  25  years  ago.  Though  concern  over  a  major 
raw  material’s  supply  and  cost  was  as  real  then  as  it  is  now, 
circulation  declines  were  slow  and  small,  and  newspapers 
were  adding  Sunday  editions  and  new  sections.  So  demand, 
too,  was  a  powerful  incentive  for  the  inventive. 

But  that’s  all  changed  in  this  new  century  for  newspapers, 
when  they  and  suppliers  can  expect  to  see  print  production 
either  outsourced  or  transformed  into  a  business  all  its  own. 


The  very  nature  of  newspapers’  business  required  fast  presses 
to  print  a  lot  of  copies  in  a  little  time.  But  as  one  consultant 
observes  of  big  iron  that’s  too  often  run  for  only  a  few  hours  a 
day:  “We  really  have  the  worst  capital  profile  of  any  industry.” 

How,  and  how  fast,  that  will  change  surely  figures  into  every 
supplier’s  strategy  —  just  as  surely  as  any  new  model  for  the 
newspaper  business  will  benefit  from  R&D  that  can  deliver  fur¬ 
ther  efficiencies  in  current  practices  and  new  technologies  to 
replace  them. 

But  while  newspapers  cast  about  for  operations-side 
support  for  whatever  new  model  evolves,  it’s  worth 
remembering  that  beyond  false  starts  and  blind  alleys, 
even  winning  ideas  have  their  time  —  being  dependent  on 
interrelated  technologies  and  changing  market  realities. 

After  all,  following  attempts  with  earlier  computer-to-plate 
output  systems,  when  CTP  finally  was  shown  to  be  a  practi¬ 
cal  prospect  in  the  early  1990s,  it  was  another  decade  before 
costs,  speed,  service  life,  laser/plate  choice  and  mechanical 
automation  options  made  it  a  practical  industry-wide  reality. 


Prospects  for 
News  Ink 


MAXL’l  ACTPHKHS  ARK 
FACKl)  WITH  MAIXTAIMNH 
QUALITY  WHILE 
COXTAIXIXd  COSTS 


“There’s  really  no  pressure  on  the 
ink  companies  right  now  except  to 
give  the  lowest  prices,”  says  consultant 
and  production  veteran  Chuck 
Blevins. 

From  a  supplier’s  perspective, 
however,  the  combination  of  higher 
costs  and  lower  demand  “certainly" 
places  a  lot  of  pressure  on  us,”  says 
Flint  Group  News  Ink  Business 


Director  Norm  Harbin.  But  he  and  his 
competitors  insist  that  hasn’t  changed 
research  and  development  invest¬ 
ment.  And  whatever  else  it  may 
accomplish,  when  newspapers  are 
“looking  for  improved  efficiencies,”  he 
says,  R&D’s  job  is  to  “come  up  with 
innovations  to  save  money.” 

R&D,  he  adds,  is  “even  more 
important  today”  as  raw  material 


J 


companies  come  and  go,  leaving  the 
manufacturer  to  ensure  “a  dependable 
supply  of  materials  to  generate  a 
dependable  supply  of  ink  for  our 
customers.” 

While  none  denies  that  demand  has 
fallen  off,  ink  makers  don’t  divulge 
sales  figures.  US  Ink  Marketing 
Manager  Todd  Wheeler  discreetly 
points  to  an  obvious  production 
parallel:  last  year’s  acceleration  of  a 
10-year  decline  in  newsprint  con¬ 
sumption.  But  he  optimistically  adds: 
“During  the  first  five  months  of  2010 
we  are  beginning  to  see  newsprint 
consumption  stabilize.” 

On  the  cost  side,  increases  come 
with  some  history,  starting  with  a 
little  legume  that  lived  up  to  its  big 
promise.  Providing  food,  feed  and 
fiiel,  the  soybean  also  is  well  suited  to 
offset  litho  inks.  And  unlike  petrole¬ 
um,  its  oil  is  renewable,  non-toxic 
and  biodegradable.  A  domestic 
resource  that’s  also  heavily  cultivated 
in  Brazil,  it’s  available  year-round. 

Offering  a  little  better  quality  at  a 
little  higher  price,  soy-based  inks  came 
along  in  time  to  drain  much  of  the 
early  interest  in  water-based  flexogra¬ 
phy  for  newspapers  —  a  reaction  to 
the  relatively  short  supply  of 
naphthenic  petroleum  preferred 
for  offset  inks,  recalls  Harbin. 

The  attractive  vegetable’s  versatility 
and  virtues,  however,  came  to  make  it 
just  like  petroleum  in  one  crucial 
aspect:  Several  big  industries  wanted 
it,  thinning  its  availability  and  bidding 
up  price. 

Among  the  many  ingredients  in 
news  ink,  the  carrier  represents  the 
largest  volume.  So  whether  from 
soybeans  or  petroleum,  news  inks 
have  seen  years  of  rising  raw-material 
costs.  If  prices  haven’t  quite  kept  pace, 
that’s  because  ink  makers  spent  years 
wringing  out  operating  co.sts. 

Efforts  to  contain  inkmaking  costs 
and  ink  prices  have  shown  that  “you 
really  can’t  do  that  with  raw  materi¬ 
als,”  says  Bradley  Dahleen,  sales  and 
marketing  vice  president  at  West 
Chicago-based  Central  Ink  Corp. 


Tire  manufacturers  are  huge 
naphthenic  oil  customers, 
and  turning  those  tires  with 
alternative  fuels  drove  up 
demand  for  soy-sourced 
biodiesel  fuel  while  simulta¬ 
neously  driving  down  the 
beans’  supply  when  farmers 
favored  planting  feed  corn  to 
produce  the  ethanol  going  into  Flint  Gro 
gasoline.  Busine 

Product  choices  have  long 
been  available  —  low-rub,  no-rub,  high 
pigment-strength,  heatset  and  UV  inks. 
But  newspapers’  and  inkmakers’  shared 
aim  today  is  holding  down  costs.  And  for 
at  least  one  supplier,  that’s  always  been 
the  principal  objective. 

“As  far  as  R&D,  we  haven’t  stopped,” 
says  Dahleen.  Central  Ink’s  work  focuses 
internally,  on  process.  “For  us  it  has  to. 
That’s  just  the  way  our  company  has 
been  built,”  he  continues.  Citing 
continual  addition  of  automation,  he 
says  80-year-old  owner  Richard  Breen 
insisted  on  $800,000  in  new  automation 
this  year  despite  the  economy.  “We 
started  in  the  depression.  So  we’re 
used  to  hard  times,”  says  Dahleen. 

“You  have  to  be  very  aggressive”  when 
competing  with  bigger  suppliers,  he 
continues,  noting  that  another  process 
change  was  a  switch  some  years  ago  to 
raw  pigment  ingredients,  which  have 
many  suppliers,  instead  of  buying  flush 
(pigment  dispersed  in  oil  or  resin) 
from  its  fewer  suppliers,  which  include 
competing  ink  companies,  the  largest 
among  them  being  Sun  Chemical,  parent 
of  US  Ink  Corp. 

Dahleen  says  the  approach  works. 

“One  of  our  fastest-growing  product  lines 
is  news  ink,”  which  is  adding  customers 
“almost  weekly”  and  accounts  for  half  of 
Central’s  business,  he  says.  “Four  years 
ago  it  was  about  20%.” 

Newspaper  executives  unable  to 
lift  their  attention  from  sinking  ■ 
circulation  and  stagnant  advertising  may 
be  happy  to  hear  Dahleen  describe  news¬ 
papers  as  “more  stable  than  heatset-off- 
set  printers,”  who  may  give  up  as  much 
as  20%  revenue  in  a  year,  compared  vnth 
maybe  3%  for  a  newspaper.  “I  think 


Efforts  to  contain  inkmaking  costs  and  ink 
prices  have  shown  that  "you  can't  really  do 
that  with  raw  materials." 

—  Bradley  Dahleen,  Central  Ink  Corp. 


newspapers  are  probably 
the  soundest  part  of  the 
graphic  arts  industry  right 
now,”  he  says,  while  allow¬ 
ing  that  outside  of  offset, 
flexo  packaging  remains 
big  business. 

At  US  Ink,  where  news 
inks  have  always  been  a  main- 
Flint  Group  News  Ink  stay,  R&D  “even  in  the  cur- 
Business  Director  rent  business  climate”  covers 
Norm  Harbin  products,  improvements, 

high  and  process  and  formulating 

’  inks.  I  efficiencies,  according  to  Wheeler, 
hared  Now,  however,  “we  are  just  more 

^^nd  for  sharply  focused  on  specific  activities 
been  within  each  category,”  he  says. 

Through  its  technical  services, 
ped,”  US  Ink  brings  what  it  leam.s  to 
'ocuses  customers,  helping  them  make  the 
as  to.  most  of  expenditures  on  ink  in  live 

las  webinars  aimed  at  improving  print 

quality  and  consistency.  Development 
he  in  curing  technology  and  subsequent 

reen  field  testing,  says  Wheeler,  led  to 

imation  j  the  recent  launch  of  RealColor  UV 
e  '  web-offset  inks. 

;  [  Also  citing  “a  mix  of  everything”  in 

j  processes  and  products,  Harbin’ 

'  when  I  points  to  Flint’s  own  Arrowlith  UV 
lie  inks,  sales  volume  for  which  “keeps 

jcess  on  growing,”  he  says, 

go  to  Yet  another  usefiil  area  for  R&D  is 

ave  I  product  interaction.  Flint  supplies 

flush  other  consumables,  including,  since 

I  last  fall.  Day  blankets  and  Varn 

dude  washes  and  fountain  solutions.  R&D’s 
gest  job  here,  says  Harbin,  is  to  “many 

parent  sets  of  products”  into  compatible 

packages  that  best  exploit  the  capabil- 
ks.  j  ities  of  each  product, 

ict  lines  R&D  doesn’t  really  end  until 
omers  those  field  tests  Wheeler  mentions, 

half  of  [  Fortunately,  willing  customers 

years  }  remain.  Calling  them  “an  immense 
j  help,  both  in  providing  the  best 
I  possible  feedback  on  development 

■  j  progress  and  in  demonstrating  a  clear 

ng  may  commitment,”  he  says,  “it  helps  justify 
e  news-  I  our  own  investment  of  resources.” 

et-off-  !  “It  happens  frequently,”  says 
much  i  Harbin.  Noting  the  long  absence 

ed  vdth  of  test  facilities  at  the  Newspaper 

rik  I  Association  of  America,  he  acknowl¬ 

edges  some  cost  to  Flint  and  a  newspa- 
per.  “But  it’s  a  good  investment,”  he 
,  says.  Newspapers  cooperate  “if  you’re 

I  working  on  something  that  provides 
[  advantages,”  and  it  affords  Flint  “the 
1  best  proving  ground  for  new  technolo- 
•0*'P’  I  gies,  because  it’s  the  real  world.” 
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Some  newspapers  volunteer  to  tiy  a  i 
requested  product  or  formula  change,  j 
but  “most  don’t,”  says  Dahleen.  The  \ 
Grand  Rapids  Press  is  one  that  does,  | 
and  this  year  won  its  second  member-  | 
ship  in  the  International  Newspaper, 
Color  Quality  Club  for  work  at  its 
Walker,  Mich.,  plant,  which  also  prints 
a  sister  paper.  The  Muskegoh 
Chronicle.  “We  work  with  them 
extensively"  to  come  up  with  ink  I 

having  superior  printing  and  operat¬ 
ing  characteristics,  Dahleen  says. 

“They  pull  us  into  that,”  he  adds, 
noting  that  the  Walker  plant  does  the  | 
same  with  all  its  suppliers.  “We’re  still  j 
a  custom  ink  manufacturer.  We  do  ! 

that  a  lot”  ! 

That’s  good  news  for  R&D,  and  I 

perhaps  a  good  longer-term  niche  | 

position  for  the  company  and  j 

cu.stomers.  Dahleen  supplied  an  | 

unusual  example  from  an  overseas  j 

market:  When  a  company  representa-  | 
tive  traced  a  pressroom’s  laydown 
problems  to  a  supply  of  newsprint 
pulped  from  the  wood  of  trees  growm 
in  a  years-long  drought  area.  Central 
formulated  an  ink  compatible  with  the 
sheet’s  unusual  characteristics. 

US  Ink’s  longer-term  approach  to 
an  iridustfj’  that’s  changing  as  it  sees 
diminishing  demand  for  its  core  prod¬ 
uct  will  still  require  R&D,  because 
after  quality  and  service,  according  to  ! 
Wheeler,  innovation  is  the  third  leg 
supporting  the  strategv'. 

For  obvious  reasons,  no  one  olfers  | 
specifics  about  strategy  or  products  in 
development.  Harbin  says  Flint  follows 


newspaper  companies  as  they  map  their 
foture,  participating  in  relevant  discus¬ 
sions  where  possible.  “We  like  to  go  wher¬ 
ever  our  customers  are  going,”  he  says, 
even  if  their  direction’s  still  not  clear. 

Harbin  does  mention  one  area  under 
study  —  new  printing  technologies,  in 
which  Flint  has  competitors  outside  the 
news  ink  business  but  in  which  it  also 
may  one  day  find  itself  serving 
newspaper  companies  to  some  extent. 

It’s  already  an  area  of  increasing  focus 
and  investment  by  two  of  newspapers’ 
biggest  plate  suppliers. 

Plate  Price 
Pressure 

l'L.\TFl'l{()l)l’t'Kl{Sll()l'K 
FFFK'I  F.Nt’l  KS,  lUK  IMII  N'TKI ) 
l'U(  )l  )l’C'TS  C.\X  ( IFFSFT  1 1 ICI I  !•  R 
l'L.\TK  I  KICKS  IN.W  KK.\()F 
K(  )VVKU  N'KWSI'.VKKK  KKVKXCK 

While  ink  makers  wrestle  with  high 
prices  for  oils,  offset  plate  producefs 
have  seen  the  cost  of  aluminum  —  the 
base  of  their  product  —  surge  46%  in  15 
months  by  one  supplier’s  estimate.  And 
unless  newspapers  print  more  zoned  edi¬ 
tions,  fatter  editions  or  other  products 
with  their  lower  volumes  of  newsprint, 
demand  for  increasingly  costly  plates 
may  suffer. 

Unlike  ink  and  paper  consumption, 
plate  use  is  determined  almost  solely  by 
the  number  of  products  and  pages  rather 


NPtS/PRIMIR,  from  its  study  “The  Future  of  the  North  Atoerican  Newspaper" 


than  their  circulations.  Exceptions 
might  be  replates  for  errors,  edition 
1  updates  and  very  large  press  runs,  as 
j  well  as  runs  on  multiple  presses,  per- 
j  haps  in  multiple  markets. 

I  To  court  cost-sensitive  newspapers, 

!  plate  manufacturers  not  only  must 
I  manage  their  own  costs,  but  also  help 
I  .customers  with  theirs.  Whatever  else 
j  may  be  in  research  and  development, 

I  plate  producers  are  all  looking  to 
!  improve  their  owoi  and  their  cus- 
!  tomers’  efficiency. 

!  Suppliers  can  work  on  quick  clean- 
j  up  to  reduce  print  waste  and  on 
I  improved  runnability  for  more  impres- 
I  sions  per  plate,  but  beyond  that,  and 
I  with  no  control  over  commodity 
I  prices,  “there’s  not  a  lot  you  can  do  if 
j  you  w'ant  to  stay  in  the  market,”  says 
consultant  and  longtime  production 
j  executive  Chuck  Blevins.  Suppliers,  he 
j  says,  are  “trying  to  absorb  all  the  costs 
I  they  can  to  stay  competitive.” 

I  A  research  report  released  earlier 
[  this  year  by  the  Association  for 
!  Suppliers  of  Printing,  Publishing  and 
j  Converting  Technologies  (NPES)  and 
the  Print  Industries  Market 
Information  and  Research  (PRIMIR) 
organization  forecasts  a  40%  reduc- 
!  tion  in  newspaper  pages  over  the  next 
I  10  years  —  directly  affecting  plate 
\  purchases.  For  analog  plates  alone, 
j  NPES  Global  Programs  Vice  President 
j  William  K.  Smythe  sees  the  number 
I  of  pages  printed  falling  5-6% 
j  annually  over  the  next  five  years, 
j  with  newspapers  contributing  by 
j  converting  to  digital  platesetting  and 
j  simply  by  printing  fewer  pages. 

Even  when  page  film  is  removed 
from  comparisons,  the  trend  seems 
grim,  according  to  one  supplier. 

Asking  not  to  be  named,  the  executive 
I  described  erosion  of  plate  sales  from 
1.25  billion  square  feet  in  2008  to 
about  800  million  square  feet  today. 

I  The  NPES/PRIMIR  report  did 
!  show  expenditure  on  plates  per 
million  dollars  of  ad  revenue  had 
returned  by  2007  to  its  level  of  15 
years  earlier,  following  the  1990-91 
recession.  At  the  same  time,  however, 
the  industry  was  consuming  only 
about  two-thirds  of  the  earlier  high 
point’s  square  footage. 

The  report  suggests  the  upward 
trend  will  continue  as  long  as 
publishers  can  print  more  color, 
versions  and  editions.  It  says  plate 


Newspaper  Plate  Consumption 

Relationship  Between  Advertising  Revenue  and  Consumption 

Volume  and  Value  (1994-2007) 


■iB  Spend  per  revenue  Volume  per  revenue 
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manufacturers  should  not  assume 
demand  will  decline. 

For  now,  Southern  Lithoplate  claims 
an  additional  100  newspaper  sites 
through  mid-2010,  among  them  all 
Freedom  Communications  operations, 
and  Agfa  reports  greater-than-antici- 
pated  plate  demand  .over  the  same 
period  —  during  which  time  newspa¬ 
pers’  print  output  may  have  begun 
recovering  from  an  accelerated  decline 
(see  Todd  Wheeler’s  remarks  in 
Prospects  for  News  Ink,  p.  29). 

Whether  the  available  information  is 
seen  to  support  falling,  rising,  or 
unchanging  demand,  even  accepting 
the  report’s  optimism  about  more  color 
and  on-the-fly  plate  changers  and 
automatic  transport  promoting  greater 
plate  consumption,  upward  price  pres¬ 
sure  on  printing  plates  seems  likely. 


Several  new  products  enable  metros  “to  be 
more  efficient  taking  in  commercial  work,  to 
gain  new  business  while  miximizing  their 
press  investments.” 

—  Sheila  Nysko,  Agfa  Graphics 

where  a  press  handles  alpha  and  beta  |  aim  at  other  coldset  printers,  including 

testing  before  field  trials.  Improvements,  I  comparatively  stable  regional  and 

he  says,  have  raised  plate  mileage  and  i  smaller  papers  —  a  portfolio  diversifi- 

quality.  New  is  a  Triliner  Prepress  pro-  j  cation  that  “helped  us  w'eather  last 

gram  to  support  Goss  Metro  users  who  I  year’s  economic  cfowTiturn,”  says 

pursue  three-around  press  conversion.  j  Nysko,  citing  the  Advantage  N  plate- 

Besides  “working  with  Dainippon  Screen  setters  that  began  shipping  this  year. 
USA  on  a  platesetter”  of  suitable  dimen-  In  all  cases,  insists  Nysko,  product 

sions,  he  says,  “we  finished  in  April  the  development  arises  from  input  from  or 

investment  in  manufacturing”  to  supply  j  partnership  with  customers,  and  ends 

Triliner  plates  with  the  same  ease  and  i  with  customer  testing  prior  to  release, 

precision  as  the  company’s  other  plates.  i  She  says  R&D  partnerships  are  under 

Among  the  “big-three”  with  Agfa  and  j  way  worldwide,  with  two  softw  are  proj- 

Fuji,  Kodak  did  not  respond  to  requests  |  ects  in  progress  now  in  North  America. 


“We  need  to  be  more  efficient  for  on-the-record  comment.  An  employ-  For  all  its  R&D  related  to  plates  and 

than  ever,”  Agfa  Graphics  .  '  x  ee  not  authorized  to  speak  for  the  prepress  in  general,  the  company  that 

Business  Development  company  but  familiar  with  its  will  still  sell  a  newspaper  film  (“We 

Director  Sheila  Nysko  con-  /  newspaper  products,  however,  always  said  we’d  be  the  last  film  manu- 

cedes.  Southern  Lithoplate  j  ;  confirms  that  most  of  the  recent  facturer,”  Nysko  says)  also  has  been 

Sales  and  Marketing  Vice  \  j  R&D  has  been  more  product  !  “heavily  involved”  in  inkjet  technology' 

President  Steve  Mattingly  refinement  than  development.  }  R&D  for  at  least  10  years, 

says  his  company  responded  to  The  source  points  to  moderniza-  I  So  is  big  competitor  Kodak.  Because 

marketplace  pressures  w'ith  a  tion  and  standardization  of  it’s  recognized  as  the  ftiture  of  much 

workforce  reduction  early  last  Agfa  Graphics  Trendsestter  platesetters  “to  be  more  printing,  this  story  ’s  source  remarks, 
year,  and  that  it  continues  to  Business  efficient”  as  one  e.xample  and  work  “we’re  certainly  doing  R&D  on  digital 

automate  and  streamline  Development  ^  faster  no-proce.ss  plate  as  presses.”  It’s  an  area  of  long  involve- 

„  ,  ,  Director  Sheila  ,  .  ,  ,  ,  .  , 

processes  to  ensure  the  leanest  Nysko  another,  with  the  latter  seeming  to  ment  by  Kodak,  and  it  includes  inkjet, 

operating  structure  possible.”  have  been  suspended  in  favor  of  which  has  only  begun  making  inroads 

At  Southern  Lithoplate  —  which  developing  the  next  thermal  plate.  The  among  newspaper  printers  in  recent 

over  15  years  has  acquired  the  assets  of  resulting  Trillian  plate,  introduced  in  years  —  and  only  in  rather  specialized 


three  other  suppliers  —  Mattingly  1  June  at  the  IPEX  trade  show,  in  market  contexts. 

believes  more  niche  product  printing  Birmingham,  England,  features  neutral  InkJet’s  role  and  that  of  the  broader 


may  offset  the  effect  of  thinner  news¬ 
papers.  Moreover,  those  papers  could 
see  a  rebound,  he  adds,  citing 
McKinsey  &  Co.’s  April  report,  “A 
Glimmer  of  Hope  for  Newspapers,” 
which  found  increased  interest  among 
16-  to  34-year-olds. 

Though  it  partners  with  several 
prepress  equipment  suppliers,  the 
company  remains  a  plate-only  business 
that  sells  to  web-offset  printers  without 
market-segment  distinction.  “We  strive 
to  provide  commercial-quality  printing 
products  to  our  newspaper  partners,” 
says  Mattingly. 

For  R&D,  Mattingly  says  Southern 
Lithoplate  invests  in  the  facilities 


chemistry,  no  pre-heating  and  substan¬ 
tially  reduced  chemistry  consumption 
(Kodak  says  up  to  70%  less)  —  which 
should  lower  users’  costs.  The  source  said 
newspapers  can  expect  to  see  a  version  of 
their  equipment  ne.xt  year. 

Agfa  pursues  R&D  across  a  range  of 
plates  that  includes  its  chem-free  violet, 
workflow  enhancements,  and  equipment. 
It  develops  solutions  to  enable  its  tradi¬ 
tional  market  of  large  metros  “to  be  more 
automated,  efficient,  and  save  money, 
Nysko  says.  Several  new  products,  such 
as  Arkitex  Portal,  “enable  them  to  be 
more  efficient  taking  in  commercial 
work,  to  gain  new  business  while 
maximizing  their  press  investments,” 


range  of  digital  presses  in  newspaper 
production  remains  tentative,  its 
future  unclear;  but  to  the  extent  that 
digital  and  other  technologies  merge 
prepress  and  printing  functions,  both 
companies  are  investing  and  preparing 
to  become  press  vendors  of  sorts. 

Agfa’s  experience  in  imaging  and 
emulsion  technolog>’,  says  Nysko, 
“provided  the  expertise  required  for 
making  an  assortment  of  high-quality 
UV  and  solvent-based  inks”  for  non¬ 
publication  inkjet  printing.  This  year 
j  the  company  increased  its  stake  in  its 
Korean  manufacturing  partner  and 
j  acquired  Toronto-based  Gandi 
I  Innovations,  maker  of  large-format 


themselves  and  in  improving  existing 
lines  and  developing  new  products.  He 
cites  enhanced  R&D  in  Wake  Forest, 
N.C.,  where  it  is  integrated  with  manu¬ 
facturing,  and  in  Jackson,  Tenn., 


she  continues,  while  with  Vantage, 
very  large  or  multi-site  operations  can 
monitor  and  control  workflow  across 
the  entire  enterprise  from  a  single  point. 

At  the  same  time,  development  took 


inkjet  systems,  giving  it  systems  suited 
to  many  requirements. 

“We  intend  to  continue  to  expand 
our  portfolio,”  says  Nysko,  to  serve 
I  “additional  segments  in  the  future.”  a 
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NEW  PRODUCTS  &  UPGRADES 


1  I  Software  Consulting  Services 

(www.newspapersystems.com) 

Version  12  of  Layout-8000  display-ad  dummying 
What’s  new:  The  upgrade  scheduled  for  a  late  summer  release 
will  offer  new/updated  operating  system  support,  interfaces  to  all 
recent  versions  of  Adobe  InDesign  and  QuarkXPress,  a  single 
Design  Area  that  puts  everything  on  one  screen,  greater  use  of 
wide-screen  displays,  an  interactive  list  of  ads  with  placement 
conflicts,  PDF  ad  previews,  and  trial  versions  of  The  AdBoss  Suite. 
The  upgrade  will  include  the  most  recent  Version  11  enhancements 
such  as  one-click  ad  placement  on  recommended  pages, 
drag-and-drop  of  multiple  ads  at  once  from  the  ad  list,  simultane¬ 
ous  display  of  multiple  zones,  continuously  updated  space-used 
statistics  by  section,  group  and  entire  paper,  ad  list  sorting, 
filtering  and  color  coding  and  XML  input  and  output  interfaces. 


2  I  Sibress 

(www.sibress.com) 

Flexo  Control  Universal  handheld  plate-analysis  device 
What’s  new:  Small,  portable  analyzer  with  1.3  MP  sensor  in  RGB 
color  camera  and  6-foot  USB  cable  is  designed  for  quality  control 
of  screen  areas,  printing  dots,  lines  and  barcodes  on  flexo  and  off¬ 
set  plates.  FCU  measures  AM  and  FM  screens,  dots  and  coverage 
values  of  color  prints  with  AM,  FM,  or  hybrid  screens  and  analyzes 
screen  coverage  values  for  overprint  or  critical  colors.  Displays  in 
seconds  recorded  values  for  parameters  such  as  dot  percentage, 
line  screen,  dot  diameter,  dot  perimeter,  and  angle.  With  a  laser- 
etched  calibration  target  (nine  precise  screen  patches),  auto-cali¬ 
bration  is  designed  for  accurate,  reproducible  analyses. 


3  I  Evolphin  Software 

(www.evolphin.com) 

Zoom  digital  asset  version  and  workflow  management 
software  for  moving  among  versions  and  automating 
approval 

What’s  new:  Designed  to  take  over  versioning  function  of 
Adobe  System’s  discontinued  Version  Cue,  Zoom  is  optimized 
for  binary  and  text  assets,  and  _ 

“is  up  to  50  times  faster  than 

existing  systems,  while  delivering 

almost  2,000  times  more  disk 

storage  reduction,”  according  to 

Evolphin,  which  says  the  soft- 

ware  reduces  network 

bandwidth  needed  for 

large  assets  by  taking  It 

advantage  of  multi-  |  ^ 

core  processors, 

Incorporates  a  Visual  ^ 

Workflow  manager  and  k<x<* 

offers  trend  analysis,  ^ 

star-performer  tracking, 

time  sheets  and  real- 

time  activity  reports.  :  c 
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4  I  Southern  Lithoplate 

(www.slp.com) 

Prepress  upgrade  for  Freedom 
Communications’  newspaper  and 
commercial  printing 
What’s  ne- .  Conversion  to  Viper  830, 
Cobra  830,  and  Tiger  V  plates  for 
computer-to-plate  output  using  site- 
specific  systems  and  equipment  packages 
for  fully  integrated  production  lines  relying 
on  thermal  and  violet  platesetting 
contributed  to  significantly  lower  ongoing 
prepress  and  press  costs,  according  to 
Freedom  COO/CFO  Mark  McEachen. 

5  I  Eastman  Kodak 

(graphics.kodak.com) 
Computer-to-plate  solutions  for  PAGE 
newspaper  purchasing  cooperative 
members  Hallmark  Integrated  Media  and 
Red  Wing  Publishing 
What’s  new  Hallmark’s  Charles  City 
(Iowa)  Press  achieved  speed  and  savings  on 
consumables  and  labor  by  outputting  PF-N 
non-process  plates  from  a  Trendsetter  News 
thermal  platesetter,  using  Prinergy  Evo 
workflow  and  Preps  imposition  software. 
Printing  two-dozen  weeklies  and  shoppers. 
Red  Wing’s  Crow  River  Press,  Hutchinson, 
Minn.,  has  begun  using  the  same  plateset¬ 
ter,  plates  and  software. 

6  I  CCI  Europe 

(www.ccieurope.com) 

NewsGate  system  as  a  single  content- 
management  solution  for  all  Gannett 
newspapers 

What’s  new  Gannett  will  implement  a 
national  page-production  network  using  five 
regional  hubs  for  the  work  and  investing  $15 
million  to  convert  to  CCI  NewsGate. 
NewsGate  will  roll  out  next  year,  with  design 
centers  set  up  over  the  next  two  years. 

The  decision  follows  one  last  winter  by 
longtime  CCI  user  Tribune  Co.  to  move  to 
NewsGate,  allowing  for  content  sharing 
among  titles,  and  an  earlier  one  by  The 
McClatchy  Co.  to  create  a  NewsGate  data 
center  for  its  newspapers  in  the  Carolines 
to  facilitate  content  sharing  and  shared 
integration  with  McClatchy  Interactive. 

7  I  Nela 

(www.nela-usa.com) 

Fourth  Vision  punch/bender  for  North 
Jersey  Media  Group 
What’s  new  Addresses  a  need  for 
greater  plate  capacity  at  the  Rockaway,  N.J., 
plant  brought  about  by  the  recent  expan¬ 


sion  in  commercial  printing,  in 
addition  to  the  group’s  own 
two  dailies  and  several  week¬ 
lies.  The  bender  will  handle 
multiple  plate  formats  for  a 
second  Mitsubishi  press,  now 
back  in  production  to  provide 
additional  capacity.  The  origi¬ 
nal  installation  included  an 
automatic  Nela  VCP-M 
combination  bender  for  the 
Wifag  doublewide  and  older 
manroland  Uniset  singlewide 
presses.  A  second  Vision 
punch/bender  just  for  Wifag  plates  and  a 
third  (since  modified  by  Nela)  for  multiple 
widths  on  one  of  the  plant’s  original 
Mitsubishi  presses  went  in  later. 

The  four  Nela  Vision  punch/benders 
receive  plates  from  four  CTP  lines,  on  which 
imagers  and  benders  are  connected  by  a 
Nela  conveyor  system  that  can  automatical¬ 
ly  route  plates. 

8  I  Harland  Simon 

(Www.harlancisimon.com) 

Replace  drives  on  Goss  Urbanite  press  at 
The  Gleaner  Co.,  Jamaica 
What’s  new  Replacing  Fincor  drives  and 
old  PLC  system;  install  Ethernet/IP  network 
connecting  four  Allen  Bradley  PowerFlex  DC 
drives  with  an  Allen  Bradley  CompactLogix 
PLC,  with  built-in  RSLogix  diagnostic 
software;  touch-screen  interface  and 
central  maintenance  PC  to  streamline 
troubleshooting  and  allow  for  remote 
diagnostics.  Existing  system  will  remain  in 
production  until  the  new  system  is  tested 
and  commissioned. 

9  I  Koenig  &  Bauer  AG 

(www.kba.com) 

Compact,  triplewide  Commander  CT 
press  for  Badische  Neueste  Nachrichten 
What’s  ne  .  Karlsruhe-based  newspaper 
is  the  second  German  customer  for  the 
triplewide  version.  Consisting  of  four 
reelstands,  four  slide-open  towers  (with 
automatic  plate  changers,  roller  locks, 
impression  setting,  fan-out  compensation, 
color  register  control,  blanket  washing  and 
ink-unit  wash-up),  four  double  turner  decks, 
two  jaw  folders  with  triple-former  super¬ 
structures,  and  KBA  Patras  A  automated  roll 
handling  and  stripping  station,  the  96-page 
press  line  will  be  able  to  print  up  to  45,000 
copies  per  hour  entirely  in  color,  with  faster 
makeready,  better  quality  and  improved 
working  conditions.  Engineered  for  the 


Rhine  format,  using  a  20-inch  cut-off  and 
87.2-inch  maximum  web  width,  it  will  be 
configured  for  web  widths  that  enable 
spadias  and  other  advertising  options. 
ErgoTronic  consoles  will  incorporate 
automatic  start-up  and  run-down  and 
integrate  with  an  upgraded  EAE  Print 
scheduling  and  presetting  solution  and  a 
new  proofing  systern.  Other  features  will 
include  KBA’s  Zip’n’Buy  variable  perforator 
for  tear-out  ads,  a  gluer  and  super¬ 
panorama  production  capability. 

10  I  WoodWing  Software 

(www.wooclwing.com) 

Digital  magazine  tools  for  Indonesia’s 
largest  daily  to  produce  its  iPad  app 
What’s  nev-  The  first  Asian  daily 
available  for  the  iPad,  Kompas’  app  is 
published  at  2  a.m.  by  six  persons  working 
parallel  with  print  so  that  users  worldwide 
can  read  an  issue  on  its  day  of  publication. 
The  app  is  a  daily  digest  with  a  magazine 
look.  WoodWing  tools  can  create  a 
magazine-style  digest  or  an  app  that  more 
closely  resembles  a  printed  newspaper. 
WoodWing  said  its  tools  will  work  for  other 
devices  as  they  become  available.  New 
options  include  Web  links,  HTML5  widgets 
to  bundle  interactive  functionality  and  to 
update  parts  of  the  Reader  App,  table  of 
contents  button,  more  ways  to  present  the 
newsfeed  (e.g.,  full-screen  and  on  start-up), 
and  free  issues  (bypasses  iTunes  store  if 
enabled). 

11  I  Baldwin  Technology 

(www.baldwintech.com) 

Retrofits  replace  competitors’ 
subsystems  at  two  big  Japanese  dailies 
What’s  nev-  Yomiuri  Shimbun  Osaka  will 
replace  a  brush  blanket-cleaning  system  on 
a  TKS  press,  and  Yamagata  Shimbun  will 
replace  spray  dampeners  on  Goss  Newsliner 
presses. 
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Four  proven  marketing  tools  that  can  generate  revenue  quickly. 

By  Mark  Fitzgerald 


OR  A  BUSINESS  THAT  JEALOUSLY  GUARDS  ITS  RIGHT  TO  KEEP  SOURCES 
secret,  that  delights  in  stomping  on  its  direct  competition,  and  that  often 
won’t  let  some  of  its  own  employees  work  together,  newspapers  form  a 
remarkably  sharing  industry.  Outsiders  attending  their  first  newspaper 
association  meeting  invariably  marvel  at  how  freely  editors,  financial  execu¬ 
tives,  and  operations  managers  swap  tips  and  experiences  on  generating 
revenue,  getting  the  big  story,  or  improving  product  quality. 


Yet  even  when  the  industry  is  mired  in  an 
economic  slump  such  as  this  one,  a  puzzling 
number  of  newspapers  drag  their  feet  in 
adopting  this  or  that  innovation  with  the 
potential  to  improve  their  business.  Journal 
Register  Co.  CEO  John  Paton  —  who  has 
shown  a  willingness  to  try  anything  at  his 
newspapers  but  the  old  ways  —  thinks  he 
knows  what  it  is.  “I  am  still  stupefied  at  the 
amount  of  fear  in  the  newspaper  industry,” 
he  says.  “I  believe  that  fear  has  gotten  to  the 
point  that  it  cripples  critical  thinking  and 
action.  Newspapers  need  to  become  fearless 
again  about  making  their  mistakes  in  public. 
We  used  to  be  good  at  that.  We  lost  that 
along  the  way.” 

Here  are  four  marketing  tools  that 
newspapers  can  use  right  now.  Some  are 
proven  revenue  generators.  Some  just  show 
tremendous  potential.  None  should  be 
feared. 


^  Deal  With  It:  Flash  Marketing 

Join  the  crowd  that’s  flocking  to 
couponing  the  social  media  way 


Get  this:  The  rap  on  “deal  of  the  day”  or  “flash  marketing” 
is  that  it’s  too  ...  successful.  So  many  people  jump  on  the 
deals  offered  by  social  shopping  sites,  so  this  criticism  goes, 
that  it  can  overwhelm  the  advertisers  who  risk  alienating 
regular  customers  or  fail  to  cultivate  new  ones  as  they 
struggle  with  the  sudden  crowds  of  deal-seekers. 

“It’s  an  interesting  criticism,  being  ‘too  successful,’  when 
you  think  about  it,”  says  Julie  Anne  Mossier  of  Chicago- 
based  Groupon,  the  first  and  perhaps  best-known  provider 
of  social  shopping  services.  Groupon  combines  coupon 
offers  or  other  consumer  deals  with  aspects  of  social  media. 
Whether  or  not  it’s  a  deserved  criticism,  being  “too  success¬ 
ful”  certainly  is  not  something  from  which  newspapers  have 
suffered  for  too  long. 

There  are  variations  on  the  theme  by  different  purveyors 
of  social  shopping  solutions,  but  basically  it  works  like  this: 
Consumers  are  alerted  to  a  deal  —  perhaps  a  coupon  or  a 
gift  card  sold  at  a  discount  —  being  offered  by  a  retailer, 
restaurant,  service,  or  other  business.  The  deal  doesn’t 
become  effective  until  a  certain  number  of  other  consumers 
also  accept  the  deal.  That  gives  consumers  an  incentive  to 
tell  friends,  adding  the  social  media  aspect.  There  can  be 
other  incentives  as  well.  Living  Social,  which  has  begun  a 
partnership  with  The  Washington  Post,  gives  a  consumer  a 
free  deal  if  at  least  three  people  also  buy  in  on  the  deal 
using  the  consumer’s  link. 

Despite  recent  caviling  about  the  downside  of  social 


Groupon’s  customer  service  team  includes  many  people 
with  improv  comedy  backgrounds  who  think  on  their  feet 
and  bring  creativity  to  the  role.  Employees  often  hang 
out  in  relaxed  settings,  like  a  lounge  with  beanbags,  to 
brainstorm  and  talk  shop. 


shopping,  advertisers  have  flocked  to  it  as  enthusiastically 
as  consumers. 

Whatever  name  “flash  marketing”  or  “deal  of  the  day”  goes  by, 
it’s  gone  viral  —  and  newspapers  cannot  stand  by  while  others  take 
the  business  it  generates  from  local  advertisers,  says  Robert  Scher, 
president  and  CEO  of  Shoutback  Concepts  LLC  in  Solon,  Ohio. 

“The  problem  has  been  how  to  get  this  local  business 
advertising,  and  flash  marketing  or  deal  of  the  day  has  been 
able  to  capture  that  —  and  capture  it  in  a  phenomenal  way,” 
says  Scher.  “Newspapers  should  have  a  piece  of  this.” 

there’s  one  more  advantage  for  newspapers  that  are 
desperate  to  attract  women  —  social  shopping’s  audience  is 
70%  female,  he  says. 

Shoutback  offers  a  private-label  platform  that’s  designed 
strictly  for  media  partners,  which,  Scher  says,  has  great 
advantages  from  the  start:  “Newspapers  have  got  great  brand 
capital  right  there.  They  have  the  print  and  online  readership. 
They’ve  got  social  media  exposure  with  Facebook  and  Twitter.” 

Scher  says  his  social  shopping  solution  even  can  encourage 
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print  subscriptions,  with  subscribers  getting  an  exclusive  deal 
page  and  the  ability  to  earn  its  “Deal  Bucks”  rewards  faster. 

The  Philadelphia  Inquirer's  philly.com  chose  to  go  it  alone  i 
with  its  social  shopping  Website,  PhillyDealyo.com,  which  i 
offers  heavily  discounted  coupons  to  local  restaurants,  ' 

retailers  and  cultural  events  that  kick  in  when  the  group  of 
would-be  buyers  reaches  its  "tipping  point,”  typically  50  people. 

“Philly.com  knows  Philly,  and  we  know  the  deals  that 
Philadelphians  want,”  says  philly.com  President  Ryan  Davis.  | 
PhillyDealyo  bills  itself  as  Philadelphia’s  only  local  group  ! 

shopping  site  —  a  none-too-subtle  dig  at  Groupon.  | 

That  feeling  that  Groupon  is  a  threat  to  newspapers  is  i 

common  —  and  wrong,  says  company  spokeswoman  Mossier.  1 
In  fact,  it’s  eager  to  partner  with  newspapers  and,  judging  by  ! 
the  inquiries  it  has  received  of  late,  newspapers  are  also 
interested  in  hooking  up. 

Papers  were  likely  swayed  by  the  announcement  this 
summer  that  Groupon  was  partnering  with  newspapers  in  The 
McClatchy  Co.’s  28  markets,  which  include  The  Miami  Herald 
and  The  Sacramento  Bee.  McClatchy  papers  will  get  exclusive  i 
deals  not  offered  by  Groupon’s  local  sites,  and  Groupon  will  ! 
get  the  newspapers’  powerful  local  promotion  capabilities. 

Groupon,  which  has  grown  to  80  markets,  was  already 
in  every  single  one  of  McClatchy’s  markets  —  but  saw  i 

advantages  of  its  own  to  the  partnership. 

“It’s  definitely  a  kind  of  win-win  relationship  for  Groupon 
and  the  publisher,”  says  Mossier.  Newspapers  are  respected 
as  experts  in  their  markets,  she  says,  and  Groupon  benefits  ! 
from  that  halo  effect.  Newspapers  also  get  yet  another  j 

opportunity  to  connect  with  online  audiences.  | 

Why  partner  with  a  national  outfit  when  any  newspaper  ! 
can  easily  copy  the  group-shopping  concept?  Shoutback’Si  ! 
answer  is  its  deep  best  practices  knowledge.  Living  Social,  • 
its  reward  system.  Groupon,  its  heft. 

“We’ve  got  a  50-person  customer  service  staff,  and  an 
editorial  staff  of  70,”  Mossier  says.  And  that,  she  notes,  is  a 
ton  of  folks  for  an  individual  paper  or  even  a  chain  to  hire  on.  i 


(TOP  RIGHT)  Reporter  Mike  Agogliati  from  The  Register  Citizen 

in  Torrington,  Conn.,  shoots  video  using  his  Flip 

camera  of  Adrian  Untermyer  performing  during  the  Main  Street 

marketplace. 

(BOTTOM  RIGHT  PHOTO)  Reporter  Jenny  DeHuff  shoots  video  of 
some  domesticated  ducks  that  were  abandoned,  for  The  Times 
Herald  in  Norristown,  Pa. 

Groupon  also  is  addressing  the  “too  successful”  problem  with 
the  launch  of  Personalized  Deals  in  Chicago,  New  York,  and 
three  other  large  markets.  Using  past  purchasing 
information,  Groupon  will  target  deals  to  likely  consumers 
rather  than  simply  offering  every  subscriber  the  same  deal. 

“It  will  take  care  of  that  fire-hose  approach,”  says  Mossier. 


Video:  Ready  for  Its  Close-Up 

Jumping  aggressively  into  video 
pays  off  for  two  community 
'  newspaper  chains 

When  Lee  Enterprises' Inc.  recently  reported  its  second-  ^ 
quarter  results.  Chairman  and  CEO  Mary  Junck  opened  the  *  f 
management-discussion  by  talking  about  the  very  newest  5 


36  El>ITOR& PUBLISHER  SEPTEMBER  2010 


WWW, editorandpublisher.com 


Top  Right:  Ronald  DeRosa/Thf.  Register  Citizen,  bottom  right:  Photos  by  John  Berry/The  Tii 
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revenue  initiative  at  the  Davenport,  Iowa-based  chain  of 
mostly  smailer  community  newspapers. 

“In  May  we  began  rolling  out  interactive  video  advertising, 
and  already  our  enterprises  have  reported  advertiser  commit¬ 
ments  totaling  more  than  $1  million,”  Junck  said. 

There's  money  in  video  —  and  it  can  be  made  quickly. 

When  Journal  Register  Co.  handed  out  Flip  HD  cameras  to 
every  one  of  its  hundreds  of  reporters  back  in  February,  the 
advertising  revenue  those  video  postings  brought  in  paid  for 
the  cameras  within  two-and-a-half  months,  says  Daniel 
Sarko,  JRC’s  senior  vice  president/integrated  sales.  Since 
then,  JRC  has  ordered  more  and  put  them  in  the  hands  of 
citizen  journalists  trained  through  its  Community  Journalism 
Labs.  "They  take  them  and  shoot  on  topics  and  events  our 
reporters  couldn’t  get  to  —  and  we  monetize  that,”  Sarko 
adds. 

If  there  is  such  a  thing  as  a  no-brainer  revenue  generator 
for  newspapers,  it’s  video. 

Because  of  the  Internet,  newspapers  for  the  first  time  have 
an  opportunity  to  steal  share  from  television  at  its  own  game. 
Newspapers  can  approach  small  businesses  and  give  them  a 
shot  at  effective  commercials  that  are  far  more  engaging  than 
banner  ads.  At  JRC  newspapers,  the  videos  are  hardly  top 
production  quality,  but  it  doesn’t  matter. 

“Our  guys  do  rough-form  video,  format  it  to  15  seconds  — 
and  an  advertiser  who  could  never  afford  to  be  on  television 
has  an  ad,”  Sarko  says.  “We  can  offer  to  satisfy  all  their  needs 
in  print,  television,  and  the  Internet.” 

Both  JRC  and  Lee  rolled  out  their  video  with  lightning 
speed.  Within  four  months,  all  42  enterprises  at  Lee  were 
offering  interactive  video.  Did  Lee  run  up  against  some  big 
training  difficulties  because  of  the  rapid  pace? 

“It  was  a  snap,”  says  Rona  Rahlf,  publisher  of  The  Daily 
Herald  in  Provo,  Utah,  and  one  of  the  key  leaders  in  the 
rollout.  “The  vendor  support  was  terrific,  they  were  very 
well  organized,  and  the  tool  is  very  easy  to  use.  Anybody 
can  do  it.” 

Lee  selected  Jivox’s  Online  Video  Advertising  Platform  for 
its  initiative.  The  attraction,  Lee  executives  say,  was  that  ad 
sales  and  operations  people  can  access  and  manage  advertis¬ 
er  accounts,  enter  insertion  orders,  set  campaign  pricing,  and 
track  performance  in  real  time,  and  traffic  video  ads  all  from  a 
single  console. 

“We  were  looking  for  a  provider  that  could  help  in  this  area, 
and  wanted  to  move  very  quickly,”  says  Nathan  Bekke,  the 
Casper,  Wyo.,  publisher  who  was  another  leader  of  the  Lee 
initiative.  He  says  Lee  is  finding  advertisers  of  all  sizes  for  its 
video,  and  its  salespeople  are  finding  Internet  video  comes 
practically  pre-sold  to  potential  advertisers. 

“We  don’t  encounter  resistance  in  any  form  or  fashion,” 
he  adds.  “Most  of  our  customers,  speaking  from  a  local 
perspective,  are  eager  to  move  into  the  Internet  because 
it  allows  them  to  interact  with  their  [customers]  —  and  it 
produces  results  for  them.” 

Occasionally  Journal  Register  salespeople  encounter 
customers  skeptical  or  just  unfamiliar  with  the  concept,  says 
Sarko:  “The  real  hurdle  is,  when  you’re  a  newspaper  sales  rep 
you  never  have  to  put  a  newspaper  on  the  table  and  say, 

‘Have  you  ever  seen  one  of  these  before?  In  some  cases  you 
do  have  to  do  that  with  Internet  video.” 

His  answer:  “I  see  you  have  a  computer  here.  Well,  the 
same  trusted  brand  that  is  delivered  to  your  home  every  day 
is  now  delivered  to  the  Internet  by  that  same  trusted  source.” 


Yapper’s  early  customers  include  Robinson  Newspapers,  a  chain 
of  weekly  newspapers  serving  the  Seattle  metropolitan  area  that 
publishes  the  West  Seattle  Herald  and  Palo  Alto,  Calif.-based 
Embarcadero  Media’s  chain  of  weeklies  and  online  news  sites. 


LOCAL,  LOCAL,  LOCAL, 
MOBILE,  MOBILE,  MOBILE 

Newspapers  get  a  chance  to  avoid 
the  mistakes  of  the  early  Internet  era 


Don’t  take  our  word  for  it  —  this  is  what  Google  CEO  Eric 
Schmidt  tells  newspaper  editors:  “When  I  say  Internet-first, 

I  mean  mobile-first.  That’s  where  the  action  is.  That’s  where 
the  growth-is.  It’s  a  completely  unwashed  landscape.” 

Mobile  devices  from  cell  phones  to  smartphones,  from 
Kindles  to  iPads  are  ubiquitous,  more  numerous  than 
computers,  and  carried  in  pockets  and  purses  everywhere. 

Yet  many  newspapers  are  not  yet  dabbling  in  mobile. 

•  Big  mistake,  says  Clark  Gilbert,  president  and  CEO  of 
Deseret  Media,  which  runs  the  digital  operations  of  The 
Deseret  News  in  Salt  Lake  City  and  its  sister  TV  station. 

Mobile  is  the  next  disruption,  he  says  in  an  interview  in 
conjunction  with  Borrell  Associates’  upcoming  Local  Mobile 
Advertising  Conference  in  Dallas  on  Sept.  27.  “Companies  who 
don’t  get  that,  and  don’t  play  in  this  space  are  going  to  miss 
huge  growth  opportunities,”  says  Gilbert.  “Companies  who 
realize  this  is  a  disruptive  trend  and  embrace  it  now  are  going 
to  miss  some  of  those  errors  we  made  when  we  were  moving 
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Auctions  Bid  for  Comeback 

With  ad  spending  still  down, 
newspapers  take  a  fresh  look  at  am 
old  idea 

Auctions  are  hardly  a  new  revenue  tactic  for  newspapers. 
Even  before  the  Internet,  newspapers  were  launching  auc¬ 
tions  to  deepen  trade  relations  with  advertisers,  stir  some 
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from  print  to  digital,  or  traditional  media  to  online.” 

Mistakes  such  as  thinking  that  the  Internet  was  just 
another  way  to  present  the  print  edition.  Similarly,  mobile 
must  be  regarded  as  a  unique  medium  with  content  and 
business  plans  designed  to  take  advantage  of  such  quali¬ 
ties  as  its  geolocation  capabilities,  texting  and  alerts, 
audiq  and  interactivity.  > 

Mobile  looks  to  be  a  big  space  to  play  in  as  well.  In  its  fore¬ 
cast  earlier  this  year,  Borrell  said  2010  would  be  a  breakout 
year  for  mobile  marketing  that’s  expected  to  jump  from  $2.7 
billion  in  2009  to  $9  billion  this  year.  Local  mobile  spending 
will  double  to  $986  million  this  year,  and  soar  to  $14.7  billion 
by  2014. 

For  newspapers,  mobile  remains  mostly  about  potential  — 
but  it’s  easy  to  see  whole  new  vistas  of  revenue  generation 
that  could  spring  from  it. 

Imagine  a  reader  gets  a  flat  tire.  He  checks  the  directory 
the  newspaper  has  created,  and  his  mobile,  using  its  geolo¬ 
cation  capabilities,  not  only  gives  him  one  or  more  nearby 
choices  for  tires,  but  also  offers  a  coupon.  In  the  back  office, 
the  newspaper  gets  a  little  piece  of  the  transaction  between 
the  reader  and  tire  store. 

But  as  The  Gazette  in  Cedar  Rapids,  Iowa,  discovered  as  it 
implemented  its  mobile-first  culture,  the  digital  infrastructure  is  '  ’ 
not  quite  there  yet.  Experiment  and  fail  and  experiment  again  is  a 
wonderful  motto  for  the  digital  age  —  but  advice  to  be  avoided 
when  money  transactions  with  their  readers  and  users  are  at  stake. 

Still,  mobile  already  allows  newspapers  to  go  right  to  consumers 
with  deals,  with  text  advertising,  with  point-of-purchase  offers. 

And  the  audience  is  already  there.  Lee  Enterprises  chairman 
Junck  noted  in  the  company’s  latest  quarterly  earnings 
announcement  that  its  newspapers’  48  mobile  Websites 
attracted  5.5  million  page  views  in  June  alone. 

Now  the  cost  of  being  ahead  of  the  curve  on  mobile  is 
coming  down.  Demand  for  developers  of  apps  for  iPhones 
and  other  smartphones,  for  instance,  pushed  development 
costs  into  the  six  figures  for  some  smartphone  applications. 

SachManya,  for  instance,  has  developed  a  do-it-yourself 
app  maker  allowing  publishers  with  no  digital  training  to  build 
a  native  iPhone,  iPad,  Android  or  BlackBerry  app  at  prices 
starting  at  $299. 

Yapper  (Your  App  Maker)  includes  features  such  as 
geo-tagging  that  would  be  very  expensive  for  newspapers 
to  develop  on  their  own,  says  SachManya  CEO  Chintu  Parikh,  who 
worked  on  the  launch  of  Yahoo  Mobile  in  the  U.S.  and  Asia. 
Yapper’s  early  customers  include  Robinson  Newspapers,  a  chain 
of  weekly  newspapers  serving  the  Seattle  metropolitan  area  that 
publishes  the  West  Seattle  Herald,  and  the  Palo  Alto,  Calif.-based 
Embarcadero  Media  chain  of  weeklies  and  online  news  sites. 

’’Both  media  companies  have  taken  another  step  going  beyond 
a  news  app  to  have  better  engagement  with  readers  through 
always-on  devices  with  location  awareness,”  Parikh  says. 


WITH  THE  PROGRAM:  Robinson  Newspapers  Publisher  Jerry 
Robinson,  90,  checks  out  one  of  his  newspapers’  apps  on  his  iPhone 
4.  One  new  player  in  the  newspaper  and  media  auction  space  is 
Ranger  Data  Technologies,  which  created  Boocoo,  an  auction 
system  in  which  individual  ZIP  codes  are  “licensed”  to  participating 
newspapers  or  other  media. 

excitement  among  readers  —  and  pocket  some  of  that 
transaction  cash. 

Online  newspaper  auctions  are  about  as  old  as  the  Web 
itself.  Vancouver,  B.C. -based  CityXpress,  for  one,  has  been 
hosting  them  for  media  companies  since  1997,  and  by  now 
some  auctions  like  the  Minneapolis  Star  Tribune’s  annual 
nine-day  Golden  Gavel  event  are  practically  a  tradition. 

But  recessions  have  a  way  of  reviving  interest  in  auctions, 
as  retail  and  service  businesses  become  reluctant  to  lay  out 
cash  for  advertising.  Auctions  give  them  the  option  of  trading 
for  ad  credits,  and  exposure  during  the  auction  through  the 
newspaper  online  and  in  print. 

It’s  also  a  technique  for  attracting  new  advertisers. 
CityXpress,  for  instance,  claims  it  has  introduced  more  than 
60,000  new  advertisers  to  the  400  media  partners  it  has  in 
the  U.S.  and  abroad. 

One  new  player  in  the  newspaper  and  media  auction 
space  is  Ranger  Data  Technologies,  which  created  Boocoo, 
an  auction  system  in  which  individual  ZIP  codes  are  “licensed” 
to  participating  newspapers  or  other  media.  If  the  buyer  and 
seller  are  in  the  same  ZIP,  the  transaction  fee  goes  to  the 
media  partner.  If  the  buyer  and  seller  are  from  different  ZIPs, 
the  media  organizations  split  the  fee. 

Boocoo,  launched  in  June,  is  not  yet  charging  any  fees  as  it 
builds  traffic  and  awareness.  “This  project  was  never  intended, 
nor  could  it  succeed,  as  a  temporary  or  quick  fix  in  terms  of 
revenue,”  says  Ranger  Data  President/COO  Tony  Marsella. 

“This  brand-new  business,  brand-new  transactional  revenue 
stream,  and  wide-open  opportunity  for  local  media  partners 
is  a  long-term  play.” 

Auctions  offer  newspapers  an  opportunity  to  put 
themselves  up  for  bid,  so  to  speak. 

One  example  is  Mediabids,  the  Winsted,  Conn. -based 
company  launched  in  1999  as  an  online  marketplace  for 
print  publications  to  offer  advertising  opportunities  and  for 
advertisers  to  ask  for  “bids”  of  ad  space  from  the  publications,  ii 
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WITH  THE  EXCLUSIVE  BETTER  LIVING  INDEX! 


For  decades,  marketers  have, 
used  the  E&P  Market  Guide  as 
a  planning  tool,  relying  on  the 
rich  demographic  and  econom¬ 
ic  tables  to  prepare  remarkably 
accurate  annual  projections. 
Now  in  its  86th  printing,  the 
2010  E&P  Market  Guide  is 
better  than  ever!  With  newly 
updated  data  throughout  the 
book,  and  carefully  constructed 
forecasts  based  on  more  than 
90  individual  variables  drawn 
from  Department  of  Commerce 
data  and  reports  from  city 
chambers  of  commerce  from 
across  the  country,  the  2010 
edition  of  this  indispensable 
tool  is  a  must-have  for 
marketers  in  all  industries. 

NEW  FOR  2010!  The  "Better 
Living  index,"  a  relocation 
guide,  includes  new  ranking 
tables  that  compare  costs  of 
living  information,  crime  data, 
and  education  by  city. 


PLUS... Critical  market  data 
for  more  than  1 ,600  cities  and 
all  3,096  US  counties  and 
descriptions  of  all  MSA  and 
non-MSA  markets. 

EXCLUSIVE  MARKET 
RANKING  TABLES 

Exclusive  year-end  projections 
tell  how  every  MSA  and  the 
top  250  counties  arid  cities 
with  daily  newspapers  will 
stack  up  by  year-end.  Includes 
population,  disposable 
income,  personal/household 
income,  and  total  retail  sales 
by  category. 

A  SPECIAL  SECTION 
FOR  RETAIL  SALES  AND 
FORECASTS  WITH 
STATE-BY-STATE  DATA. 
CANADIAN  MARKET  DATA 
...  and  COMPREHENSIVE 
MAPS  for  MSAs,  CMAs, 
and  all  cities  where  a  daily 
newspaper  is  published. 


FOR  FASTER  SERVICE  CALL  888.732.7323  OR  949.660.6150  (OUTSIDE  U.S.) 

The  E&P  MARKET  GUIDE  is  just  $160 
plus  $15  shipping/handling 

Or  send  order  with  payment  to: 

Editor  &  Publisher  Directories,  P.O.  Box  25859,  Santa  Ana,  CA  92799 
www.mediainfo.com/marketguide 
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Richard  ,M.  Franks  has  been 

named  chief  executive  officer  of  American 
Community  Newspapers,  including  86 
community  newspapers,  14  niche 
magazines,  local  Websites,  and  targeted 
custom  publications  in  Ohio,  Minnesota, 
Texas,  and  Virginia.  Since  2007,  Franks 
has  worked  internationally  as  a  consultant 
and  expert  advisor  to  banks  and  venture  capital  firms.  Before 
that  he  served  as  president,  CEO,  and  publisher  of  North  of 
Boston  Media  Group/Eagle-Tribune  Publishing  Company, 
a  conglomerate  of  dailies'  and  weeklies  in  northeastern 
Massachusetts  and  southeastern  New  Hampshire.  He  succeeds 
Gene.Carr,  who  resigned  in  May. 


NEWSROOM 

C  A 1, 1  F  O  R  N  I A 
Deirdre  Hussey  has  been  promoted  to 
executive  editor  of  The  San  Francim) 
Keaininer.  Hussey  previously  served  as 
managing  editor. 

Michael  Donnelly  is  the  new  editor  of 
the  Napa  Valley  Ref^ister.  Donnelly  has 
served  as  assistant  managing  editor  for 
new  media  at  the  N<nih  County  Times 
in  Escondido,  Calif.,  and  most  recently 
was  assistant  managing  editor  for 


content  management  at  the 
Slitad-City  Times  in  Davenport,  Iowa. 

Jim  Kelly  is  the  new  senior  editor  for 
dayside  operations  at  The  Desert  Sun  in 
Palm  Springs.  Kelly  most  recently  was 
editorial  page  editor  at  The  Honolulu 
Advertiser. 

Jon  Thurber  is  the  new  Book  Review 
editor  for  the  Los  Angeles  Times. 
Thurber  most  recently  served  as 
managing  editor/print.  He  succeeds 

David  Ulin. 


The  Oregonian  took  home 
eight  first-place  awards  at  the 
Oregon  Newspaper  Publishers 
Association’s  annual  awards 
banquet.  The  Portland  daily 
won  24  awards  overall,  in¬ 
cluding  eight  second-place 
and  six  third-place  awards, 
judged  among  papers  with 
circ  of  more  than  25,000. 


Richmond  (Va.)  Times- 
Dispatch  columnist  Michael 
Paul  Williams  has  been 
bestowed  the  George  Mason 
Award  from  the  Society  of 
Professional  Journalists- 
Virginia  Pro  Chapter. 
Associated  Press  editor  Jim 
Trotter,  formerly  of  the  Rocky 
Mountain  News,  will  receive 
the  Dart  Society's  2010  Mimi 
Award  this  month. 


Frank  Deaner,  executive 
director  of  the  Ohio  News¬ 
paper  Association  (ONA)  since 
1990,  has  announced  he  will 
retire  after  Dec.  31.  Oct.  22 
will  mark  Deaner’s  20th  an¬ 
niversary  as  executive  director. 
Johnson  City  (Tenn.)  Press 
Vice  President/Publisher  Art 
Powers  has  been  named 


Don  Leach  has  been  named  photo 
editor  for  the  Daily  Pilot,  Huntington 
Beach  Independent  and  Coastline  Pilot 
in  Laguna  Beach.  Leach  is  promoted 
from  staff  photographer. 

GEORGIA 

Joe  Kieta  has  been  named  executive 
editor  of  the  Columbus  Ledger- 
Enquirer.  Kieta  has  served  as  editor 
of  the  Observer-Dispatch  in  Utica,  N.Y., 
since  2008. 

IDAHO 

Lee  Rozen  has  been  named  managing 
editor  of  the  Moscorc-Pullman  Daily 
Netc's  in  Moscow.  Rozen  was  assistant 
managing  editor  of  the  Seattle  Post- 
Inlelligencer  from  2005  to  2009  and 
most  recently  has  served  as  a 
communications  consultant  in 
Bothell,  Wash.,  working  pro  bono 
for  nonprofit  corporation  Midnight 
Writer. 

ILLINOIS 

Kiki  Yablon  has  been  promoted  to 
editor  of  the  Chicago  Reader.  Yablon 
has  been  the  Readers  managing  editor 
since  2002.  She  succeeds  Alison  True. 

KENTUCKY 

Daniel  Pike  has  been  promoted  to  city 
editor  of  tbe  Boxvling  Green  Daily  News. 
Previously,  he  served  as  sports  editor. 
He  succeeds  Jeff  Beach. 

MAIN  E 

Bob  Mentzinger  has  been  promoted 
to  city  editor  of  tbe  Kennebec  Journal. 
Previously,  he  was  assistant  city  editor. 
Joseph  Owen  has  been  promoted  from 
copy  editor  to  night  editor. 

MASSACHUSETTS 
Joe  Sciacca  has  been  named 
editor-in-chief  of  the  Boston  Herald. 

A  Herald  veteran,  Sciacca  most 
recently  was  managing  editor  for  the 
print  edition  and  bostonherald.com. 


president  of  the  Tennessee 
Press  Association.  He 
succeeds  Victor  Parkins, 
editor  of  The  Milan  Mirror- 
Exchange.  Mary  Jo  Hoffman, 
who  served  as  city  editor  for 
the  Trenton  Republican-Times, 
and  Milan  Standard  Publisher 
Bob  Wilson  will  be  inducted 
into  the  Missouri  Press 
Association's  Newspaper 
Hall  of  Fame  on  Oct.  15. 
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I  NEVADA 

Scott  Dickensheets,  who  has  served 
as  editor  of  Las  Vegas  Weekly's  print 
edition  since  2008,  is  now  a  columnist 
for  the  Las  Vegas  Sun.  Sarah  Feldberg, 
who  has  been  editor  of  Las  Vegas 
Weekly’s  online  edition  since  2008, 
j  succeeds  Dickensheets  as  editor  of  the 
print  edition. 

!  NEW  MEXICO 
Garrison  Wells  has  been  named  editor 
of  the  Los  Alamos  Monitor.  Wells  has 
served  as  business  editor  of  the  Lansing 
(Mich.)  State  Journal  and  The  Sun 
Neics  in  Myrtle  Beach.  He  joins  the 
newsroom  from  Denver,  vvhere  he  was 
a  freelance  writer,  financial  fraud  writer 
j  for  Examiner.com  and  a  financial 
investigator  for  Financial  Forensic 
Services. 

NEW  YORK 

Kevin  R.  Convey  is  the  new  editor  of 
New  York’s  Daily  News.  Convey  recently 
served  as  editor-in-chief  of  the  Boston 
1  Herald.  He  succeeds  Martin  Dunn. 


I  TENNESSEE 
J.  Todd  Foster  has  been  named 
j  executive  editor  of  tbe  Chattanooga 
!  Times  Free  Pre.ss.  Foster  most  recently 
j  served  as  editor  of  the  Bri.stol  (Va.) 

!  Herald  Courier. 

I 

I 

j  TEXAS 

Richard  Brack  has  been  named  editor 
of  the  Longi'ieic  Neics-Journal.  Brack 
has  served  as  Associated  Press  bureau 
chief  in  Trenton,  N.J.,  and  assistant 
bureau  chief  for  the  AP  in  Chicago,  and 
most  recently  was  executive  managing 
editor  for  Nielsen  Business  Media. 

Lisa  Trow,  former  journalist  and  a 
{  communications  consultant  based 
inAustin,  has  rejoined  The  Huntsville 
i  (Texas)  Item  as  managing  editor.  She 
most  recently  served  as  editor  and 
public  information  adviser  to  the 
I  professional  and  executive  staffs  of  the 
I  Texas  Department  of  Transportation, 

[  Southwest  Research  Institute  in  San 
i  Antonio,  and  the  Lower  Colorado 
!  River  Authority  in  Austin. 


Sarah  Nordgren  has  been  named 
director  for  content  development  and 
alliances  for  The  Associated  Press. 
Previously  she  served  as  deputy 
managing  editor  for  global  recruiting 
and  state  news.  Steve  Gutkin  has  been 
named  Oil  Spill  Editor  for  tbe  AP. 
Gutkin  has  been  Jerusalem  chief  of 
bureau  for  the  past  six  years.  Dan 
Perry,  who  most  recently  served  as 
Europe  editor,  succeeds  Gutkin  as 
Jerusalem  bureau  chief. 

OHIO 

Josh  Pichler  has  been  named  executive 
business  editor  for  The  Cincinnati 
Enquirer.  Pichler  most  recently  served 
as  sports  editor. 

OKLAH OM A 
Dave  Ruthenberg  has  been  named 
sports  editor  of  the  Enid  News  &  Eagle. 
Ruthenberg  has  been  a  copy  editor  and 
columnist  for  the  paper  since  2008.  He 
succeeds  Mark  Rountree,  who  has 
been  sports  editor  since  1993. 

PENNSYLVANIA 
Charles  Raymond  Shaw  has  been 
named  executive  editor  of  the 
Intelligencer  Journal/Lancaster  New 
Era.  Shaw  became  the  newspaper’s 
editor  in  1997- 


UTAH 

Paul  Edwards  has  been  named  section 
editor  of  the  editorial  page  at  the 
De.seret  News  in  Salt  Lake  City,  and  will 
also  serve  as  an  editorial  contributor. 
Edwards  most  recently  served  as 
executive  vice  president  and  provost  of 
Southern  Virginia  University. 

VIRGINIA 

Nicholas  Graham  has  been  named 
executive  editor  of  the  Loudon  Time-s- 
Mirror  and  The  Loudoun  Independent, 
which  have  merged  operations. 
Graham  most  recently  was  the 
Loudoun  Times-Mirrors  editor-at- 
large.  John  L.  Geddie  has  been  named 
managing  editor.  Geddie  most  recently 
was  editor  of  the  Independent. 

WASHINGTON 
Ben  Zimmerman  has  been  named 
editor  of  The  Daily  News  in  Longview. 
He  is  promoted  from  sports  reporter. 

WEST  VIRGINIA 
Brad  McElhinny  has  been  named 
managing  editor  of  the  Charle.ston 
Daily  Mail.  McElhinny  has  served  as 
city  editor  since  2004.  Kris  Wise 
Maramba  has  been  named  city  editor. 
Wise  Maramba  has  served  as  assistant 
city  editor  since  2006. 


BUSINESS 

C  A  L I  F  O  R  N  I  A 
Mitchell  Stern  has  been  appointed 
i  president  and  CEO  of  Freedom 
I  Communications  in  Irvine.  Stern,  a  j  | 
i  board  member  at  Freedom,  previously  | ! 
j  served  as  the  CEO  of  DireclV s  U.S.  ' 

division  and  as  chairman  and  CEO  of 
F’ox  Television  Stations  Group.  He 
succeeds  Burl  Osborne,  who  became 
interim  CEO  last  June  and  will  stay  on  ! 
as  a  director. 

GEORGIA 

Robert  Granfeldt  Jr.  has  been 
appointed  vice  president  of  digital  media  | 
for  Southern  Community  Newspapers  i  i 
Inc.,  publisher  of  seven  newspapers  in 
Georgia.  Granfeldt  most  recently  served 
\  as  senior  vice  president  for  sales  at  1 1 

I  NewsBank  Inc.  in  Naples,  Fla.  He  will  |  i 

be  headquartered  in  LawTenceville  at  !  i 
i  the  Gwinnett  Daily  Post. 

\ 

I  ILLINOIS 

Jeff  Kapugi  has  been  promoted  to  chief  I : 
operating  officer  of  Tribune  Interartive. 
Kapugi  most  recently  served  as  senior  i  i 
i  vice  president/representation.  He  !  i 

!  succeeds  Nick  Cory.  Linda  Schaible  I ! 

has  been  promoted  to  senior  vice  | ! 

j  president/product  development  and  j  \ 

operations.  She  most  recently  served  as  j  ^ 
vice  president/product  development.  1 1 

Shawn  Gannon  has  been  promoted  to  j  I 
vice  president/product  development. 
Gannon  most  recently  served  as 
director/product  development. 


ILLINOIS 

Julie 

Anderson 

has  been 
promoted  to 
senior  vice 
president/content  and  integration 
for  Tribune  Interactive.  She  most 
recently  served  as  vice  president/ 
content  and  integration. 


Alison  Draper  has  been  appointed 
j  publisher  of  the  Chicago  Reader.  Draper  i 
j  has  served  as  interim  publisher  since 
i  March  and  is  vice  president  and  chief 
I  sales  officer  of  parent  company  Creative  i , 
Loafing.  She  will  continue  in  the  latter  !  i 
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capacity.  Geoff  Dougherty  has  been 
named  to  the  new  post  of  associate 
publisher.  Dougherty  last  year 
launched  the  government  and  politics 
newspaper  Chicago  Current,  and 
betw'een  2005  and  2009  he  served  as 
CEO  and  editor  of  the  Chi-Town 
Daily  News. 


VIRGINIA 

Craig  Etheridge  has  been  named  vice  president  of 
Mobile  Advertising  Sales  for  Gannett  Digital.  Etheridge 
most  recently  served  as  vice  president  of  Emerging 
Platform  Sales  at  The  Weather  Channel. 


IOWA 

Bob  Blackman  is  retiring  as  publisher 
of  the  Muscatine  yournal  and  from  its 
parent  company,  Lee  Enterprises  Inc., 
effective  Sept.  30.  Blackman  joined  Lee 
Enterprises  in  1984  as  retail  advertising 
manager  for  the  t^acl-City  Times  in 
Davenport,  and  joined  the  yournal  in 
September  2009. 


in  Augusta.  Ronzio,  who  previously 
served  as  managing  editor,  succeeds 

Bill  Thompson. 


I  f  Jimenez 

I  has  been 

appointed 
president  of 

Newsday  Media  Group.  Jimenez 
has  served  as  Newsday’s 
publisher  since  2009. 


NEW  YORK 
Fred  Groser  has  been  named 
publisher  of  Newsday  in  Melville. 
Groser  previously  served  as  senior  vice 
president/sales. 


MAIN  E 

Bill  Thompson  has  been  appointed 
publisher  of  the  Waterville  Morning 
Sentinel.  Previously,  he  served  as 
editor  of  the  Sentinel  and  the  Kennebec 
yournal  in  Augusta. 


Rick  Jensen  has  been  appointed 
publisher/executive  editor  of  Messenger 
Post  Media,  which  includes  the  Daily 
Messenger  in  Canandaigua  and  Post 
weekh'  newspapers  in  suburban 
Rochester.  He  is  promoted  from 
executive  editor. 


T  E  X  A  S 

John  Aired  has  been  appointed 
publisher  of  The  Cleburne  News.  Aired 
currently  serves  as  publisher  of  two 
other  weeklies  owned  by  Consolidated 
Publishing  Co.,  The  yacksonville  News 
and  the  Piedmont  yournal,  and  will 
continue  in  that  capacity. 


Tony  Ronzio  has  been  named 
publisher  of  the  Kennebec  yournal 


V 1  R  (i  I  N  I  A 

Thomas  E.  Spargur  has  been  named 
general  manager  of  the  Culpeper 
Star-Eaponent  and  its  related  products, 
including  starexponent.com  and  the 
Culpeper  Neios.  Since  2007  Spargur  has 
served  as  publisher  of  the  Middle.'iboro 
Daily  News  and  other  publications  in 
eastern  Kentucky. 


ADVERTISING 


NEVADA 

Bob  Brown  has  been  named 
corporate  director  of  sales  and  market¬ 
ing  for  Stephens  Media  LLC.  Since 
2001  Brown  has  served  as  advertising 
director  for  the  Las  Vegas  Review- 
Joumal/Las  Vegas  Sun. 


NORTH  CAROLINA 
Teresa  “Terry”  Coomes  has  been 
named  vice  president  of  sales  and  mar¬ 
keting  for  the  Winston-Salem  yournal. 
Coomes  most  recently  served  as  pub¬ 
lisher  of  the- Independent  Tribune  in 
Kannapolis,  N.C.  She  succeeds  Jeflf  ey 
Green,  who  was  appointed  publisher. 
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SNA,  like  most  of  its  members,  has  made  internal  adjustments  to  counter 
the  effects  of  a  slow  economic  recovery.  These  adjustments  have  proven 
successful  in  allowing  the  association  to  streamline  operations  while  con¬ 
tinuing  to  provide  the  same  great  level  of  services  that  members  have 
come  to  expect  from  SNA. 


In  2010,  SNA  &  the  SNA  Foundation  will 
have  hosted  over  40  FREE  informational  and 
educational  webjnars.  These  webinars  cover 
innovative  topics  such  as  Successful  Multi- 
Media  Revenue  Models;  Leading  Multimedia 
Teams:  Content  Differentiation:  How  To  Drive 
Online  Audience  Without  Cannibalizing  Print; 
Understanding  Your  Web  Audience;  Mobile  & 
e-Reader  Opportunities  and  many  other  rele¬ 
vant  issues. 

"In  a  tough  economy,  we  thought  that  free 
training  webinars  were  the  most  important 
benefit  that  we  could  offer  SNA  members,  and 
our  Board  agreed,"  said  Al  Cupo,  Vice 
President  of  Operations  for  SNA.  "We  know 
that  many  of  our  members  have  cut  back  on- 
travel  and  training  and  yet  their  staffs  need 
this  education  more  than  ever.  We  wanted  to 
give  something  back  to  the  membership  dur¬ 
ing  this  especially  tough  year.  To  date,  more 
than  4,000  newspaper  professionals  have  par¬ 
ticipated  in  our  free  training  and  webinar  pro¬ 
grams." 

All  free  SNA  webinars  are  archived  and  can 
be  accessed  at  the  SNA  website:  www.subur- 
ban-news.org. 

Partnerships  with  other  organizations  are 
critically  important  to  SNA.  In  201 0,  the  asso¬ 
ciation  partnered  with  SNPA,  The  Blinder 
Croup,  Borrell  Associates,  America  East  and 
Editor  &  Publisher  on  conferences.  In  February 
2011,  SNA  will  join  forces  with  two  other  lead¬ 


ing  industry  associations  to  facilitate  the  first- 
ever  SNA/SNPA  /Inland  Press  mega-conference 
in  St.  Petersburg,  Florida. 

SNA's  affiliate  LocalPoint  Media  continues  to 
deliver  print  and  online  advertising  opportuni¬ 
ties  to  community  publications  throughout 
North  America.  A  recently  established  partner¬ 
ship  with  Alloy  Media  &  Marketing,  one  of  the 
country's  largest  providers  of  non-traditional 
media  programs  reaching  targeted  consumer 
segments,  has  already  placed  thousands  of 
dollars  of  new  revenue  in  participating  publi¬ 
cations.  Contact  Al  Cupo,  VP  -  Operations  at 
5NA,  to  learn  more  about  this  national  adver¬ 
tising  network. 

Looking  ahead,  SNA  believes  the  future  con¬ 
tinues  to  be  bright  for  locally  focused  commu¬ 
nity  publications  and  their  digital  properties. 

As  the  latest  SNA  Suburban  Market  Study 
results  indicate... "Suburban  papers  continue 
to  be  the  primary  source  for  all  things  local 
with  83%  of  readers  relying  on  the  communi¬ 
ty  newspaper  to  keep  them  informed'.  The 
study  also  found  that  'readership  of  free  week¬ 
ly  cornmunity  publications  has  surpassed  that 
of  the  mid-week  metro  dailies." 

The  Donald  j.  Reynolds  Institute  at  the 
University  of  Missouri  conducted  the  research. 
Contact  Susan  Karol,  SNA  Foundation 
Executive  Director,  to  receive  a  full  copy  of  the 
report  (susan.karol@suburban-news.crg  or 
(847)  251-2401). 
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From  the  same  folks  who  created 
American  Profile  magazine  a  decade  a; 

Introducing  Just  A  Pinch’  and  Janet's  Notebook 

FREE  columns  featuring  favorite  family  recipes  and  tips 
from  hometown  cooks  across  America. 


Sharing  Hometown  Recipes^  Cooking  Tips  and  Coupons 
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Chocolate  Cake  with  Irish  Twist  for  St.  Patty’s  Day 


‘tdkisted 
HvMi 
confectioner's 
sugarand 
inverted  it 
justtobe 
aliUe 
dUfemnt" 
Linda  Isaacs 

RhnebedsNY 

(PopSSeO) 


If  you  are  a  chocolate  lover  like  me. 
then  you  simply  must  try  Linda  Isaacs 
Guinness  Chocolate  Cake!  As  you  will  likely 
guess,  rd  never  paired  beer  with  chocolate  cake 
before,  so  I  didn't  know  what  to  expect  when  1 
tried  this  recipe.  To  tny  surprise,  the  Guinness 
really  enhanced  the  flavor  of  the  chocolate, 
giving  the  cake  an  unexpected,  pleasant  taste. 
The  sour  cream  helps  to  keep  the  cake  moist, 
making  for  a  wonderfully  decadent  dessert. 

See  step-by-step  photos  of  Linda’s  Ciuinness 
Chocolate  Cake  and  thousands  of  recipes  from 
other  hometown  Americans  at: 

www.Justapinch.coin/guinnesscake 
You'll  also  find  coupons  for  the  recipe 
ingredients! 

Enjoy  and  remember,  use  ’'just  a  pinch  ... 
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To  use,  just  go  to  justapinchmedia.com  and  download.  Or 
up  and  we'll  email  a  new  set  of  columns  to  you  each  week, 


Sharing  Hometown  Recipes, 
Cooking  Tips  and  Coupons 


American  Profile'^  is  a 


Just  a  Pinch  Recipe  Club';  Just  A  Pinch',  Just  A  Pinch  Media'",  and  Janet's  Notebook'"  are  proprietary  trademarks  of  Just  A  Pinch  Recipe  Club,  LLC. 
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Poised  for  Explosive  Growth 
with  Strong  Industry  Backing 


“The  click¬ 
through  rates 
have  been 
great  for  the 
participating 
advertisers, 
and  many  of 
them  request 
to  be  on  zip2save.com  now.  We  also 
assume  the  sale  as  frequent  as  possi¬ 
ble  and  include  zip2save.com  in  our 
quotes  for  all  ads  with  some  kind  of 
offer  in  it." 

—  Jennifer  Sorenson,  Advertising 
Sales  Director,  Southwest  Newspapers 

“Passageways/ 
American 
Express 
Travel  has 
found  a  great 
partner  in 
zip2save.com. 
With  both  a 
strong  national 
and  hyper-local  presence,  zip2save 
otters  a  one-of-kind  opportunity  for  its 
media  and  advertising  partners  not 
found  on  other  national  sites.  We’re 
very  pleased  with  the  positive  impact 
zip2save.com  has  had  for  our  travel 
business  and  look  forward  to  growing 
right  alongside  this  exciting  venture." 
—Bonnie  Pintozzi,  Vice  President, 
Passageways/American  Express  Travel 

SmartSolurce  .com 

FACT;  the  first  month  that 
Smartsource  (NewsAmerica)  began 
running  its  grocery  and  manufactur¬ 
ers'  coupons  on  zip2save.com,  more 
than  10,000  of  its  coupons  were 
printed  making  zip2save.com  a  top 
10  partner. 


Bonnie  Pintozzi 


Jennifer  Sorenson 


When  zip2save.com  turns  one  year  old  next  month,  the  site  will  have  much 
to  celebrate  and  much  to  look  forward  to  in  the  coming  year. 


The  site  that  started  out  as  a  coupon, 
advertising  circirlar  and  deals  site  is 
now  so  much  more,  t-commerce  was 
introduced  in  May,  and  now  more  than  85 
of  the  top  national  retailers  are  participating 
with  nearly  1  million  products  for  sale  on 
zip2save.com.  Zip  mobile  was  launched  in 
five  test  markets  in  June  and  is  now  being 
rolled  out  to  all  zip  media  partners.  Spanish 
language  was  also  added  in  June  and  zip's 
first  Hispanic  media  partners  are  just  getting 
ready  to  launch.  Many  other  features  were 
added  in  the  last  three  months,  including 
price  watch,  shopping  list,  Facebook/Twitter 
integration  and  sophisticated  widgets  for 
media  partners  to  incorporate  on  their  web¬ 
sites. 

By  the  time  this  article  publishes,  zip  will 
launch  Wagjag  -  a  group  buying  site  (wag- 
jag.com);  incorporate  sophisticated  profiling 
technology  to  offer  product  that  a  user  will 
likely  buy  and  launch  with  the  first  radio,  TV 
and  magazine  media  partners. 

"Wow,  what  a  year  it  has  been,"  said 
Nancy  Lane,  President  &  CEO  of 
zip2save.com  and  Suburban  Newspapers  of 
America.  "Every  month  we  add  new  features 
and  products  with  the  goal  of  differentiating 
ourselves  from  the  many  other  sites  that 
compete  in  this  space.  We  don't  know  of 
another  national  site  out  there  that  has 
everything  that  we  now  offer.  And  our 
hyper-local  focus  remains  our  major  point  of 
differentiation." 

Site  traffic  continues  to  show  substantial 
growth  every  month.-  The  company  expects 
to  hit  1  million  unique'  visitors  by  the  eiid  of 
the  year.  Most  major  retailers  are  now  partic¬ 
ipating  on  the  site  in  some  way,  either 
through  the  e-commerce  affiliate  program  or 
by  running  their  electronic  preprint  on  the 
site,  or  both.  Feedback  has  been  very  posi¬ 


tive  from  both  national 
and  local  retailers. 

"RedPlum  has  been  a 
zip2save.com  partner 
since  the  site  went  live  in 
October  2009,"  said 
Magnus  Eliasson, 

Director  of  Partnerships 
for  Valassis/redplum.com. 
"Since  that  time  we  have  seen  dramatic 
growth  in  the  number  of  coupons  printed 
from  zip2save.com.  We  just  set  a  major 
record  in  July  after  working  with  the  zip 
team  on  reformatting  the  look  and  presenta¬ 
tion  of  our  manufacturers'  coupons. 
zip2save.com  has  quickly  become  one  of  our 
most  important  affiliate  partners." 

The  owners  of  zip2save.com,  originally  1 9 
newspaper  companies  and  SNA's  for-profit 
affiliate  SNI,  commissioned  Borrell  Associates 
shortly  after  the  site  launched  to  develop  a 
comprehensive  business  plan.  This  resulted 
in  a  change  of  direction  for  the  company  for¬ 
merly  known  as  LocalPoint  Media.  A  $5  mil¬ 
lion  capital  raise  is  currently  underway  and 
all  media  companies  are  invited  to  consider 
taking  an  equity  stake  in  this  exciting  indus¬ 
try-backed  site.  The  business  plan  also  calls 
for  aggressive  marketing, 
6-10  immediate  staff 
hires  and  expanding  the 
partnership  base  beyond 
newspaper  companies. 

The  companies  behind 
zip2save.com  urge  oth¬ 
ers  in  the  industry  to 
consider  joining  this 
movement.  "Preprint 
revenues,  our  single  most  important  revenue 
source,  are  under  threat  from  direct  mail  and 
other  online  competitors,"  said  Charles 
Pittman,  Senior  Vice  President-Publishing  for 


Magnus  Eliasson 


Charles  Pittman 
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zip2save.com  - 

Join  This  Industry  Effort  Today! 


•  A  national  shopping  site,  backed  by  more  than 
1,000  newspapers  and  growing 

•  Media  partners  keep  large  percentage  of  all  local 
and  regional  revenue  sold 

•  Turnkey  solution;  no  upfront  fees 

•  Current  partners  range  from  large  (Chicago  Sun  Times) 
to  smaller  markets  (Southeast  Missourian)  making  this 
an  attractive  solution  for  everyone 

•  $5  million  dollar  capital  raise  is  underway;  equity 
stakes  are  available 


•  New  features  added  in  the  last  3  months:  e-commerce/ 
product  search;  Spanish  language;  facebook/twitter 
integration;  shopping  list;  price  watch;  enhanced  widgets 
for  newspaper  partners  &  more 

•  New  products  added  in  the  last  3  months:  zip  mobile 
(apps  and  text  messaging  options);  WagJag  (group 
buying  technology);  sophisticated  profiling  technology 
for  partner  web  sites;  more  to  come. 

•  Comprehensive  business  plan  produced  by 
Borrell  Associates 

•  Sister  site  of  flyerland.ca,  owned  &  operated 
by  Metroland  Media 


What  media  buyers,  industry  leaders 
and  newspaper  partners  are  saying  about  zip2save.com: 


To  learn  more  about  zip2save.com, 
contact  Nancy  Lane,  President  &  CEO 
at  (843)390-1531  or 
Nancylanesna@aol.com 


“  This  newly  developed  site  appears  to  provide  both  national  and  local  opportunities  that  are  very  much 
welcomed  today.  We  see  this  site  as  a  way  of  extending  our  advertising  reach  and  connecting  with 
more  consumers,  all  with  several,  flexible  capabilities.  Geo-targeting  within  the  breadth  of  markets 
offered  is  a  very  desirable  method  of  delivery  that  we  are  anxious  to  explore  further.  Great  thinking  by 
the  community  newspaper  industry  for  developing  and  pushing  this  effort  along." 

Merle  Davidson,  Director  of  Media,  JCPenney 


"  zipZsave  is  well  positioned.  It  is  operating  in  a  growing  marketplace  for  online  coupons,  promotions 
and  sales  circular  distribution  that  is  forecast  to  grow  at  a  14%  Compound  Annual  Growth  Rate 
over  the  next  5  years  to  $46  billion." 

Gordon  Borell,  Borrell  Associates,  from  the  zip2save/Borrell  business  plan 


save 


.com 


Jeff  Coolman,  MN  Sun  Newspapers 


"  In  the  Minneapolis  Market  we  launched  6  zip2save  coupon  clipper  products  and  are  now  generating 
over  $30,000/month  in  revenue.  The  number  of  advertisers  continues  to  grow  and  the  value  of 
zip2save.com  in  print  and  online  has  resulted  in  increased  ROI  for  our  advertisers.  We  will  continue 
to  launch  more  over  the  next  3  months." 
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"zjp2save  is 
based  on  proven 
software  and  a 
successful  busi¬ 
ness  model 
'  developed  by 
Metroland  Media 
in  Canada:  flyer- 
land.ca.  With 
major  retailers  already  established  on 
zip2save,  it  gives  your  local  retailers  the 
chance  to  have  the  same  presence  and 
it  can  be  scaled  to  their  budget:  They 
can  buy  county,  DMA,  state,  etc.  It  is  a 
quick  and  easy  way  to  bring  inserts 
online  in  a  usable  fashion.  But  just  as 
valuable  are  the  other  solutions 
zip2save  offers:  product  search,  compar¬ 
ison  shopping,  mobile  couponing  and 
deal  of  the  day.  zip2save  has  been 
quick  to  implement  new  features  that 
are  desired  by  users,  easy  to  use  and 
reliable.  This  business  model  is  very 
open  to  partnering  to  gain  critical  mass; 
join  us.” 

—  Chuck  Dix,  President, 

Dix  Communications. 

NEWS:  Al  Bonner 
to  be  Named 
General  Manager 
of  zip2save.com. 
Bonner,  former 
General  Manager 
of  the  Lawrence 
Journal  World 
and  Advertising 
Executive  with  Gannett,  will  lead  day-to- 
day  operations  and  will  work  closely 
with  President  &  CEO  Nancy  Lane.  “Zip 
is  the  right  product  at  the  right  time.  I 
couldn't  be  more  pleased  to  join  this 
exciting  company  and  help  our  industry 
during  this  time  of  great  transition.” 
Bonner  has  been  serving  as  a  consultant 
to  zip2save.com  since  late  2009. 


Al  Bonner 


Chuck  Dix 


Schurz  Communications.  "zip2save,  with 
‘  over  1 ,200  media  partners,  is  a  tremendous 
partnership  amongst  newspaper  companies 
i  to  provide  digital  preprints  and  digital 
*  couponing  solutions.  Whether  you  are  look¬ 
ing  for  a  Spanish  language  or  mobile  solu- 
i  tion  for  advertisers,  zip2save  is  a  great 
'  option." 

The  inspiration  for  zip2save.com  came 
i  from  across  the  border  in  Canada.  Metroland 
Media,  a  division  of  Torstar  Corporation, 
launched  flyerland.ca  in  early  2008.  The 
highly  successful  site,  backed  by  innovative 
!  technology,  now  serves  as  the  model  for 
zip2save.com.  Zip  uses  the  flyerland  plat- 
I  form  and  is  the  beneficiary  of  any  new  fea- 
i  tures  that  are  added  (the  flyerland  staff  is 
!  constantly  tweaking,  improving  and  evolv- 
I  ing  the  site  into  a  major  shopping  portal). 

‘  "As  we  present  zip2save.com  to  major 
advertisers  and  potential  partners,  we  are 
constantly  complimented  on  the  technology 
that  is  behind  zip2save.com,"  said  Lane.  "It 
is  darn  impressive,  and  we  couldn't  be  more 
pleased  to  have  such  a  great  partner  in" 
Metroland." 

For  many  zip  media  partners,  the  collabo¬ 
ration  offers  access  to  amazing  technology 
without  the  develop¬ 
ment  costs.  "zip2save 
has  allowed  us  to  ven¬ 
ture  into  online  projects 
that  we  would  not  have 
had  the  time  or 
resources  to  do  on  our 
own,"  said  Stuart 
Richner,  President  of 
Richner  Communica¬ 
tions  based  in  Long  Island,  NY,  and  chair  of 
the  zip2save.com  owners'  executive  com¬ 
mittee.  "For  once,  the  newspaper  industry 
has  joined  forces  to  control  the  vertical 
online  advertising  space  that  our  preprint 
business  is  likely  to  migrate  to.  zip2save  has 
been  cutting  edge  in  its  thinking  and  execu¬ 
tion  of  new  online  initiatives,  allowing  us  to 
get  to  market  before  our  competition  with 
online  programs  like  mobile  ads,  reader  pro- 


Stuart  Richner 


Feedback  from  a  Post  Tribune  sales  rep  who  was  able  to  secure  a  $15,000  annual  con¬ 
tract  from  a  non-advertiser  due  to  zip  mobile;  “Client  did  share  with  me  one  of  the  reasons 
he  took  the  package  is  that  I  explained  I  would  take  care  of  it  all  for  him.  He  didn't  have  to 
do  any  research,  see  multiple  reps,  make  any  calls  to  implement. ..and  he  can  place 
print/online  ads  with  me,  too.  He  is  a  smart,  young,  techno-savvy  advertiser.  He  appreci¬ 
ates  the  fact  that  he  can  send  me  the  new  offer,  and  it  will  be  sent  to  his  subscribers  (&  his 
phone)  the  next  day.” 


j  filing,  product  comparison  shopping,  local 
I  deal  of  the  day  and  e-commerce.  It  seems 
like  every  week  Zip  announces  a  turn-key, 
j  new  online  feature  or  program  to  help  gen¬ 
erate  revenue." 

j  SNA's  for-profit  affiliate  SNI  serves  as  the 
manager  of  the  zip2save.com  ownership 
group.  SNA  is  a  trade 
association  that  is  well- 
known  for  being  for¬ 
ward-thinking  and  inno¬ 
vative.  "Before  becom¬ 
ing  a  Board  Member  of 
SNA  this  past  year  and 
zip2save  executive  com¬ 
mittee  this  summer,  we 
took  great  diligence  in 
determining  'is  this  the  best  use  of  my 
time?,"'  said  Rick  Surkamer,  President  of  Sun- 
Times  Media,  LLC.  "I  can  confirm  that  every 
moment  or  opportunity  that  SNA  member¬ 
ship  or  zip2save  partnership  provides,  we 
take  serious  consideration  to.  In  the  case  of 
zip2save,  we  engaged  in  a  major  way  and 
consider  it  a  rapidly  growing  part  of  our 
proposition  to  our  audience  and  our  market¬ 
ing  partners  and  the  rapidly  growing  reach 
of  the  Sun-Times  Media  Network  to  the 
Chicago  region." 

i  So  what  is  next  for  zip2save.com?  Social 
j  networking  tools  are  being  developed  and 
j  will  roll  out  soon.  A  partnership  with  a  major 
j  charity  is  underway  to  provide  money  back 
I  on  all  retail  sales  that  are  generated  through 
I  zip2save.com.  Marketing  efforts  will  be 
I  greatly  enhanced  in  the  second  year.  Zip 
j  mobile  is  expected  to  grow  substantially  in 
j  the  second  year  and  new  product  enhance- 
i  ments  are  already  in  the  works.  Profiling 
I  technology  is  currently  being  tested  with 
I  many  of  zip's  largest  media  partners.  This 
technology  will  change  the  way  that  zip 
products  are  featured  to  consumers  on 
media  partner's  websites  (normally  there  is  a 
large  licensing  fee  associated  with  this  tech- 
I  nology;  zip  partners  can  access  it  for  free), 
j  One  thing  is  for  sure;  The  staff,  owners, 
partners  and  advertisers  of  zip2save.com  will 
not  sit  still.  The  product  will  continue  to 
evolve  into  a  worldclass  shopping  site  that 
helps  retail  partners  -  both  national  and 
local  -  extend  their  reach  and  attract  new 
customers  while  providing  a  valuable  service 
to  time-starved  consumers  that  need  to  plan 
their  shopping. 

For  more  information  about  zip2save.com, 
contact  Nancy  Lane,  President  &  CEO,  at 
(843)  390-1531  or  nancylanesna@aol.com. 
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and  web  presentation  solution. 

‘terms  and  conditions  apply 


>  zero  setup  fees 

>  no  monthly  minimums 


V  _ _ i 


AdPerfect  CONTACT  US  TODAY  TO  REQUEST  A  DEMO 

sales@adperfect.com  |  1.866.475.0555  |  www.adperfect.com 
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SUBURBAN  NEWSPAPERS  OF  AMERICA 

FOUNDATION 

SNA  Foundation  Provides  Industry  with 
Free  Digital  Research  &  Training 

Perhaps  there  has  never  been  a  time  In  our  industry's  history  when  there  has  been  a  greater  need  for  the 
free  research  and  educational  programming  provided  by  the  SNA  Foundation.  The  SNA  Foundation's 
mission  is  to  help  community  newspapers  make  the  digital  transition  by  providing  valuable,  actionable 
information  to  aid  their  ability  to  innovate  and  continue  to  be  even  more  relevant  in  their  communities 
in  a  multimedia  age  -  and  well  into  the  future. 


The  following  are  some  of  the 
recent,  timely,  practical  and  free 
SNA  Foundation-sponsored 
research  reports  and  educational  pro¬ 
grams,  all  focused  on  hot  topics  and 
innovative  solutions.  All  can  be  accessed 
at  no  charge  at  snafoundation.org. 

E-learning  in  partnership  with 
The  Poynter  Institute's  News 
University:  These  e-courses  are  now 
available  for  free  at  NewsU.org  — 
Innovation  at  Work:  Making  New  Ideas 
Succeed;  Leading  an  Online  Newsroom: 


What  You  Need  to  Know;  Build  & 
Engage  Local  Audiences  Online;  and 
Layout-Driven  Editing.  A  new  e-course 
on  managing  user-submitted  content 
and  training  citizen  contributors  will 
launch  in  fall  2010. 


Research  report:  Striking  a 
Balance  Between  Community  Journalism  i 
and  Citizen  Participation:  A  Study  \ 
About  User-Generated  Content  on 
Newspaper  Websites  -guides  local 
newspapers  on  how  to  increase  audi-  * 


ence  engagement  and  facilitate  mean¬ 
ingful  public  interaction  without  dam¬ 
aging  their  newspaper's  brand  and 
journalistic  credibility. 


Research  report  (co-sponsored 
with  SNA):  Suburban  Market  & 
Community  Websites  Study  -  provides 
valuable,  up-to-date  information  on 
usage  and  awareness  of  local  newspa¬ 
per  websites,  desires  for  community 
website  content  and  functions,  digital 
habits  and  more. 


"/  think  the  most  important  aspect  of  SNA  Foundation  initiatives  is  that 
they  are  geared  toward  newsrooms  that  often  receive  the  least  amount 
of  training  -  suburban  and  smaller  community  weeklies  and  dailies. 

The  knowledge  gap  at  some  of  those  newspapers  can  be  significant  - 
particularly  in  the  digital  realm.  SNAP  has  done  a  terrific  job  of  devel¬ 
oping  programming  specifically  designed  to  help  narrow  the  gap  and 
to  share  best  practices  with  companies  that  wouldn't  otherwise  have 
the  resources  or  contacts  to  go  it  alone. " 

—  Chris  Krug,  Vice  President  of  News  &  Content,  Shaw  Suburban  Media 


Chris  Krug 
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CHANGE 


THE 
WAY 
YOU 
LEAD 
YOUR 

NEWSROOM 

These  FREE  e-learning 
courses  from  the  SNA 


Producing  &  Managing  User-Generated  Content 

This  new  e-course  will  help  local  editors  encourage  community  interaction 
and  engagement,  while  improving  the  quality  of  citizen  contributions. 

•  Designed  in  two  tracks  -  one  for  editors  to  learn  how  to  better  manage  and 
cultivate  user  submissions,  and  one  for  citizen  contributors  to  learn  how  to 
submit  better  content  to  local  media. 

•  Through  tools  and  resources,  both  editors  and  contributors  will  learn  how  local 
newspapers  can  more  effectively  incorporate  user-generated  content  into  their 
digital  offerings. 

www.newsu.org/UserGeneratedContent 

Innovation  at  Work;  Making  New  Ideas  Succeed 

You  can  change  what  seems  unchangeable  in  your  organization. 

Learn  how  to  put  the  ingredients  of  innovation  to  work  for  you. 

YOU’LL  LEARN; 

•  To  recognize  roadblocks  to  innovation,  generally  and  within  your  organization 

•  To  identify  innovative  projects  that  have  improved  journalism 

•  To  start  a  conversation  with  colleagues  about  opportunities  to  innovate  in  your 
organization 

ENROLL  NOW  www.newsu.org/lnnovation 

Leading  an  Online  Newsroom;  What  You  Need  to  Know 

Designed  to  help  local  newspaper  editors  tackle  the  challenges 
of  publishing  in  the  digital  age. 

YOU’LL  LEARN: 

•  How  to  build  a  stronger  newsroom  for  the  digital  age  with  proven  practices  for 
adapting  your  workflow 

•  How  to  train  and  hire  the  best  people  to  accomplish  your  multimedia  goals 

•  How  projects  can  be  planned  utilizing  partnerships  and  outside  resources 

ENROLL  NOW  www.newsu.org/LeadingOnlineNewsroom 


Foundation  and  Poynter’s 
NewsU  will  show  you  how  to 
extend  your  presence  from 
print  to  multimedia,  leverage 
your  influence  and  serve  your 
communities  in  even  bigger 
and  more  relevant  ways. 

These  courses  are  sponsored  by  the  Suburban  Newspapers 
ol  America  (SNA)  Foundation,  thanks  to  a  grant  from  the 
John  S.  and  James  L.  Knight  Foundation. 

The  SNA  Foundation  is  the  only  organization  of  its  kind 
that  focuses  exclusively  on  suburban  and  community 
newspapers  and  supports  their  role  as  leading  local 
information  providers,  now  and  in  the  future. 


Build  and  Engage  Local  Audiences  Online 

Desigfied  to  help  suburban  and  community  journalists  make  the 

transition  to  a  multimedia  world. 

YOU’LL  LEARN: 

•  How  to  get  online  audiences  to  your  site  and  keep  them  coming  back 

•  About  the  tools  you  can  use  to  draw  readers  to  your  site  and  how  to  put  those 
tools  to  work  for  you 

ENROLL  NOW  www.newsu.org/LocalOnlineAudiences 

Layout-Driven  Editing;  A  Seminar  Snapshot 

Lessons  from  two  local  Swedish  newspapers  that  implemented 
an  innovative  process  in  which  stories  are  written  to  fit 
pre-designed  page  templates. 

YOU’LL  LEARN: 

•  How  page  templates  streamline  newsgathering  and  production 

•  How  staff  can  be  redeployed  with  the  new  process 

•  How  readers  have  responded  to  the  new  format 

ENROLL  NOW  www.newsu.org/LayoutDrivenEditing 
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www.snafoundation.org 


Poynter.  news  university 

www.poynter.org  |  www.newsu.org 

.\ews  Vnivenity  is  the  home  of  e-learning  for  more  than 
150,000 journalists,  educators  and  students  around  the  world. 
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Betsy  Wilson 


"When  we  were  called  on  to  participate  in  our  company's  Ben  Franklin 
project,  we  needed  to  think  about  our  business  in  a  whole  new  way, 
but  I  knew  we  were  prepared  for  the  challenge.  Fortunately,  I  had  ' 
already  asked  all  managers  and  editors  to  take  the  free  SNA 
Foundation-sponsored  online  course,  'Innovation  at  Work:  Making 
New  Ideas  Succeed. '  This  helped  set  the  tone  for  finding  ways  to  over¬ 
come  obstacles,  and  taught  us  how  to  create  solutions  to  achieve  our 
goals.  The  project  was  a  success!" 

—  Betsy  Wilson,  Publisher,  Montgomery  Media,  Journal  Register  Company 


Research  report:  Social  Networking 
Best  Practices  -  provides  a  blueprint  for 
community  publishers  to  launch  success¬ 
ful  niche  websites  in  their  markets;  with  | 
high  user  demographics,  site  engage-  j 
ment  and  revenue  potential.  ' 


Comprehensive  report:  Developing 
the  Local  Media  House  -  Lessons  Learned 
from  Norway  &  Sweden  -  details  key  les¬ 
sons  learned  from  the  Foundation's 
Scandinavian  Innovation  Mission;  with 
action  items  for  local  publishers. 


SNAP  Helps 
Newspapers  Innovate 
I  &  Bridge  the  Digital 
Knowledge  Gap 
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SUBURBAN  NEWSPAPERS  OF  AMERICA 

FOUNDATION 

As  a  charitable  organization,  the 

SNA  Foundation  is  grateful  for  the 
generosity  of  the  organizations 
I  and  individuals  that  give  their  support  to 
i  help  us  continue  to  provide  valuable,  rel- 
!  evant  and,  very  importantly,  free  research 
!  and  training  to  assist  the  industry  and  all 
I  who  work  within  it.  And,  each  year,  we 
realize  the  need  for  information  will  only 
continue  to  grow  during  the  rapidly 
changing  industry  transformation. 

You  can  support  the  continued  efforts 
j  of  the  SNAF  by  visiting  www.snafounda- 
tion.org  or  calling  (888)  486-2466.  All 
donations  are  tax-deductible,  and  those 
I  at  $35  or  more  will  be  recognized  in 
I  SNA's  newsletter  and  at  SNA  events. 

I  Contributions  at  any  level  are  greatly 
appreciated! 


The  SNA  Foundation  works  for  you, 
for  your  newspaper  and  for  our  indus¬ 
try's  future!  Together  we  can  continue  to 
do  meaningful  work  to  help  the  industry 
find  answers,  move  in  the  right  direc¬ 
tion,  and  make  a  successful  multimedia 
transition. 


Daily  Deal  Platform  brings 
in  over  $100K  per  week! 

Bring  in  new  clients  and  incremental  advertising  revenues  through  your 
own  private  label  social  media  shopping  application.  Shoutback.com 
provides  a  quick  and  simple  solution  without  any  upfront  investment  ,  . 


Turn  key  system 
White  label  application 
Time  tested  -  selected  by 
most  major  publishers 
No  upfront  investment 
Complete  training 
Customer  support 
Mobile  application 
Site  analytics 
Built  in  promotion  and 
viral  marketing  campaigns 
Multiple  deal  offerings 
Automated  response 
emails 

Built  in  client  and  adver¬ 
tising  communications 

To  schedule  a  product  demonstration 
visit  Shoutback.com  or  contact  us  at  440.337.9333 

Shoutback  Concepts,  LLC 
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Introducing  RouteSmart  Online 

Automated  home  delivery  daily  routing  now  served  via  a  hosted, 
managed  service  environment. 


RouteSmart  Online  helps  you  save  time  and  miles  with 
route  sheets  that  are  accurate  each  day. 

•  ideal  for  all  sizes  of  newspapers 

•  No  large  up-front  fees  for  licensing 

•  No  hardware  assets  to  procure/manage 

•  Enables  you  to  import  your  subscriber  files  via  a 
full  file  upload  or  daily  transactions  from  your 
circulation  system 

•  Implementation  is  fast  and  results  are  immediate 

•  Automatically  creates  delivery  lists  that  minimize  time 
and  miles 

•  Nothing  to  learn,  lots  to  use 


RouteSmart 

Online 


Powered  by 

NAVTEQ 


MAPS 


To  learn  more,  route  yourself  to 
routesmart.com/routesmartonline 
or  call  1.800.977.7284. 


www.routesmart.com 


mCREASE  YOUR  RAID 
NEWSPAPER  SUBSCRIPTIONS! 
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uHCRAin. 


Newspaper 

Insert 


Envelope  For 
Credit  Card 
Privacy 


****'*'*n'*Hij, 


insert  This  Return  Mailer  In  Your  Newspaper! 


HtMiE 


llto**' 


Via 

Direct  Mail 


Point  to  Us! 


Private  Since  1965 


S&H/  Press  will  re-desIgn  your 
existing  Paid  Subscription  Newspaper^^^^ 
Insert  into  a  Two-way  Direct  Response  Mailer 
&  Newspaper  Insert. 


FREE  Newspaper  Sample  Kit 

www.bwpress.com 

or  e-mail  CSR@BWPRESS.COM 


EDITOR&^PUBLISHER 


Phone:800-887-1615 


CLASSIFIED  ADVERTISING 


classifieds@eclitorandpublisher.com 


Fax:866-605-2323 


Newspaper  Appraisers  Newspaper  Appraisers  Newspaper  Brokers  Newspaper  Brokers 


KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  ExcetletKe! 
WWW.KAMENGROUP.COM 
Follow  us  on  twitter  at  www.twitter.com/kamengroup 
Customized  User-friendly  25  page  Appraisals  &  Business  Pians. 

The  leaders  in  Valuing  Publications  -  Newspaper,  Magazine  &  Shoppers 
New  York  (516)379-2797  •  Email;  lnfo9KamenCroup.com 

*  Expert  Valuation  Witness  *  Acquisitions  -  Mergers  -  Sales 

•  Appraisals'For  All  Print  &  Digitai  Media 

•  Website,  B2B  &  Listing  Co:  Valuations  •  Woridwide  Service 

3009  Grand  Blvd,  Baidwin,  NY  11510-4719 


Newspaper  Brokers  Newspaper  Brokers 

ROCK  SOLID 
TRANSACTION 


KNOWimCE  '  EXrEMENCE  '  iNTECiElIY 


Thomas  C.  Bolitho 
(580)421-9600 
bolitho9bolitho.com 


Cary  Greenp  ^ 
.jiga^cftfpcribb.axn 


Newspaper  brokerage 
for  87ji^s.« 

Ciibb,  Greene  &  Associates  has 
been  providing  the  highest 
quality  brokerage,  appraisal, 
and  consulting  services  since  1923. 


m  East  Main,  Smtt  402 
Bozrman,.MTS9715 
Phune:  400-536.6621 
Fax:  406-536-6774 
cribb.com 


BROKERAGE  •  APPRAISAL  •  CONSULTING  •  SINCE  1923 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting-Valuations'Sales'Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 

(214)265-9300 
Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TX  75225 
www.rickertbachermedia.com 


NATIONAlTflEDIA 
ASSOCIATES 

NEWSPAPER  BROKERS  &  APPRAISERS 

Edward  M.  Anderson  “A  TracJltlOn  of  Scrvicc” 

(417)  336-3457  Call  US  for  a  free  consultation. 

brokeredWaol.com  Before  listing  the  company,  "everybody  I  talked  to  had  good 
things  to  say"  about  National  Media  Associates.  "I'm  now 
convinced  I  couldn't  have  sold  the  paper  on  my  own.  I 
couldn't  have  asked  for  anything  more...rm  well  satisfied." 

-  Gary  Beissenherz, 

Former  co-owner  with  his  wife,  Judy 
"The  Concordian" 

Tom  Bolitho  of  National  Media  Associates  did  an  excellent 
job  selling  our  community  newspaper  company.  He 
Thomas  C.  Bolitho  researched  our  company  thoroughly  and  kept  us  informed 
(580)  421-9600  311  j^e  way  to  closing.  We  were  very  satisfied  with  the  results 

bolitho9bolitho.com  jom  produced." 

-  Barbara  Lyon 

IP*  %  Co-Owner,  The  Mapleton  (Iowa)  Press 

www.nationalmediasales.com 


EDITORe^PUBLISHER 

CLASSIFIEDS 


HELP  WANTED 
AD  SPECIAL 


$75.00 

for  up  to  100  words 

$25.00 

each  additional  35  words. 


For  More  Information  Call  Jon  at 

1-800-887-1615 


www.edltorandpubli6her.com 
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for  5  issues 


REPORTER 


REPORTER 


REPORTER 


Phone:  800-887-161 5  CLASSIFIED  ADVERTISING  Fax:  866-605-2323 


ANTIQUE  HAMILTON 
OAK  TYPE  CABINET 

Both  sides  of  the  cabinet  are  identi¬ 
cal.  Each  side  has  25  type  drawers 
with  cast  handles  and  the  Hamilton 
name,  a  double  tier  work  top  with 
additional  storage  drawers,  and 
lighted  workstation  with  original  fix¬ 
tures.  The  cabinet  is  in  excellent  con¬ 
dition,  $4,500.  Located  in  Baldwin 
City,  Kansas. 

Call  (785)  594-2532  or  (785)  760-4534 
for  additional  information. 


Please  send  five  writing  samples 
to  Paige  Mudd,  News  Editor, 
Richmond  Times-Dispatch,  300  E. 
Franklin  St.,  Richmond,  Va.  23293. 


TO  ADVERTISE  IN  E&P  CALL 

1-800-887-1615 

www.editorandpublisher.com 


Submit  resume,  five  writing 
samples  on  arts  and  entertainment 
topics,  and  five  ideas  for  A&E 
coverage  to: 

Cindy  Creasy,  Features  Editor, 
ccreasy@timesdispatch.com 


For  immediate  consideration, 
apply  online  or  email  your  resume 
&  cover  letter  to: 
personnei@kdhnews.com 
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Multimedia  company  in  northeastern  US  needs  someone  to  lead  its 
news/content  operation. 


Must  have  ability  to  produce  exceptional  content  for  our  print  and  dhline 
products  by  involving  journalists,  designers  and  photographers,  and  be  willing 
to  demand  the  highest  performance  from  all.  Accountability,  recognition, 
feedback  and  reward  should  be  the  norm.  Our  fast-paced  environment  requires 
high  energy  and  a  strong  desire  to  be  the  best. 


Key  leadership  position  as  part  of  the  operating  management.  Cover  letter 
must  convince  us  you  are  the  best  person  for  this  job.  Send  with  resume 
and  compensation  history  to:  howaboutanewjob@gmaii.com 


AdwartfaM  fttractiy  to 
th«  hNkistty  in 


EfeP 

EDITOR  trPlJBLlSHER 


HEAD  OF  NEWS/CONTENT  OPERATION 


Features  Available 


Features  Available 


Help  Wanted 


Help  Wanted 


NeWSPAPBF 

cAprooNS 

As  low  as  $1  per  cartoon 


Try  Bol’s  Eye 


FPee 


www.bolseye.com 


T.II  «.»«•  p  ^ 
you  saw  it  in  -L/Cyl 


Help  Wanted 


BUSINESS  MANAGER 

The  Kiieen  Daily  Herald  is  a  media 
company  located  in  Central  Texas 
with  a  20,000  circulation  seven  day 
newspaper;  two  weekly  newspaper, 
four  regional  magazines,  and  a  group 
of  high  revenue  web  sites. 

The  position  will  be  responsible  for 
all  advertising  functions,  circulation 
sales  and  distribution,  the  Internet 
web  department  plus  a  marketing 
support  organization. 

The  successful  candidate  will  be  the 
number  two  position  in  the  company 
and  will  report  to  the  Vice 
President/General  Manager. 

Requirements  include  Bachelor  de¬ 
gree  in  business/marketing  and  at 
least  five  or  more  years  in  business  or 
sales  management. 

We  offer  competitve  salary,  great 
benefits,  paid  vacation,  sick  leave 
and  profit  sharing. 


Help  Wanted 


EDITOR-IN-CHIEF 

for  German  language  website  for  Or¬ 
lando,  FL.  Write  articles,  conduct  in¬ 
terviews,  implement  marketing/ad¬ 
vertisement  strategies,  update  web¬ 
site,  communicate  with  authors/cli¬ 
ents  in  the  U.S./Germany.  Masters  in 
Marketing,  Business,  Literature  or  re¬ 
lated  field  +  6  months  rel.  experience 
in  print  media  and  fluency  in 
written/spoken  German  reqd. 

E-mail  Resumes  to: 
info@FloridaSunMagazine.com 


The  Richmond  Times-Dispatch  has 
an  opening  for  a  part-time  obituary 
reporter. 

The  ideal  candidate  will  be  able  to 
identify,  research  and  report  several 
obituary  stories  per  day  on  deadline, 
as  well  as  compile  a  daily  list  of 
death  notices.  Good  news  judgment 
and  an  energetic  personality  as  well 
as  strong  writing  and  reporting  skills 
are  required.  Accuracy  and  strong 
writing  ability  are  musts. 


The  Richmond  Times-Dispatch  has 
an  opening  for  a  business  news 
reporter. 

The  ideal  candidate  will  break  busi¬ 
ness  news  and  develop  business 
news  features  and  high-impact 
enterprise  for  print  and  online.  Good 
news  judgment  and  an  energetic 
personality  as  well  as  strong  writing 
and  reporting  skills  are  required. 
Multimedia  experience  necessary. 
We're  looking  for  someone  who  can 
get  it  first,  get  it  right  and  make  it 
matter. 

Please  send  10  writing  samples  to 
John  Hoke,  Richmond  Times- 
Dispatch,  300  E.  Franklin  St., 
Richmond,  Va.  23293. 


The  Richmond  Times-Dispatch  seeks 
a  feature  writer  with  a  specialty  in 
arts  and  entertainment  who  can 
cover  the  vast  A&E  landscape  in  the 
area,  producing  compelling  content 
for  print  and  online  editions. 

The  ideal  candidate  has  an  authorita¬ 
tive  voice  and  personality-driven 
writing  style;  be  able  to  manage  a 
beat  and  develop  sources;  be  able  tu 
observe  and  report, on  how  arts 
organizations  work  together  as  a 
community  driver.  This  position  is  in 
the  Features  department,  and  the 
writer  contributes  primarily  weekly 
and  project  work  to  the  Sunday  Flair 
section  and  the  Thursday  Weekend 
section;  and  as  needed,  to  other 
areas,  including  A1.  This  writer  will 
produce  a  wide-ranging  column; 
interviews  with  local,  regional  and 
national  arts  and  entertainment 
newsmakers;  reviews;  advance  fea¬ 
tures;  and  original  reporting  on  such 
venues  as  the  state  art  museum,  the 
city-wide  performing  arts  center, 
independent  music  clubs  and  grass¬ 
roots  arts  organizations. 


RETAIL  ADVERTISING  MANAGER 

Albuquerque  Publishing  Company  is 
seeking  a  strong  manager  to  devel¬ 
op/manage  a  growth  oriented  staff 
including  planning,  organization, 
staffing,  training  and  execution  of 
sales  programs. 

Candidates  should  have  a  minimum 
of  5  years  sales  management  experi¬ 
ence.  Degree  in  Advertising,  Market¬ 
ing  or  related  field  desired. 

Please  send  resume  to  HR, 
Albuquerque  Publishing  Company 
PO  Drawer  J-T, 
Albuquerque,  NM  87103  or 
e-mail  to  smiaris@abqpubco.com 
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PUBLICATIONS  FOR  SALE 
Upstate,  NY  Weekly  Paid  Newspa¬ 
per,  Eastern  PA.  Glossy  Regional 
Mags,  National  Golf  Health/Exer¬ 
cise  Mag.,  Hawaiian  Travel  Guide 
Books,  Environmental  Digital  Mag¬ 
azine,  115  year  Auto  Enthusiast 
B2b  Mag. 

\nfo@KamenCroup.com 

wwwJfamenGroup.com 

(516)379-2797 
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DON’T  SELL  YOUR 
WEB  PRESS 


Too  Late  To  Classify 


Too  Late  To  Classify 


Until  you  contact 

Newman  International  Web  Press  Sales 

“Worldwide  Marketing  of 
Commercial  Web  and 
Newspaper  Web  Presses” 


EDITORt^  PUBLISHER. 


Production  Managers  •  Editors  •  Publishers 
Photographers  •  Circulation  Directors 
Art  Directors  •  Staff  Writers 
Distribution  Managers  •  Production  Artists 
Web  Masters  •  Online  Content  Editors 
Marketing  •  Sales  •  Research  Development 
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PRESSES  WANTED:  GOSS  COMMUNITY, 
URBANITE,  METRO  &  UNIVERSAL;  HARRIS 
V15D,  V25,  V30;  SOLNA;  KING;  TENSOR;  & 
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folder  w/half,  quarter  &  double  parallel;  1998 
stacked  News  King;  4  unit  1994  Harris  VI 5D; 

1997  Baldwin  Stobb  horizontal  stacker;  & 

1 998  CVM  model  ST320/40  vertical  stacker. 


2Vtars-$125 


(Best  DeaD 

includes  Print  Digital  Magazine, 
Online  Access  and  E-Newsletter 


NEWMAN  INTERNATIONAL,  LLC 
TEL:  (913)  648-2000 
FAX:  (913)  648-7750 
E-mail:  j.newman@attglobal.net 


Includes  Print  Digital  Magazine, 
Online  Access  and  E-Newsletter 


Activate  your  subscription  now  and  get 
immediate  a(xess  to  the  current  digital  edition: 

editorandpubli8her.coin^ 


•  8-unit  Goss  Community 

•  1300  series  Goss  Urbanite  units. 

•  7-10  unit  1000  series  Goss 
Urbanite  presses  -  great  values 
-  some  with  auto-pasters. 

•  10-unit  Goss  Cosmo  press 


•  Quipp  high  speed  24:2  inserter 
mfg’d  new  in  2008. 

•  JARDIS  flying  autopasters  ‘02 
Like-new  condition. 

•  22”  Goss  Metroliner  press 
•5-unit  Harris  1650  press 


NEWSPAPER  MACHINERY  LLC 

(913)  492-9050  •  inmc1@inlandnews.com  •  www.inlandnews.com 
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an  existing  printing  operation  or  publishing  group.  Serious  inquires  only. 

Please  email:  newspaperfonaleSl^yahoo.com 
or  call  Charlie  Wrubel:  201-519-6973 
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In  Illinois,  student  journalists  fight  second-class  status 

BY  ABDON  M.  PALLASCH 

Are  student  journausts  journalists?  “It’s  our  position 
that  students  are  not  journalists,”  Assistant  Cook 
County  State’s  Attorney  Celeste  Stack  told  Chicago 
Judge  Diane  Gordon  Cannon  earlier  this  summer. 
I  Stack  has  been  asking  for  more  than  a  year  that 
Cannon  order  David  Protess  —  a  professor  at  Northwestern 
University’s  Medill  School  of  Journalism  —  to  turn  over  notes,  class 
papers,  e-mails  and  grades  he  gave  his  students  who  worked  on  a 
project  investigating  whether  Anthony  McKinney  was  wrongfully 


convicted  of  killing  a  security  guard  i 
in  1978.  j 

Illinois  has  a  Shield  Law  that  protects  | 
journalists  from  having  to  turn  over  j 
sources,  notes  and  the  like.  But  the  law  { 
doesn’t  spell  out  whether  that  includes  } 
student  journalists.  j 

Maryland’s  state  legislature,  reacting  j 
to  this  case  in  Illinois,  voted  unani¬ 
mously  in  April  to  amend  that  state’s 
shield  law  to  cover  student  journos. 

During  a  break  in  the  most  recent  ! 

hearing,  Medill’s  Dean  John  Lavine  j 

stood  in  the  hall  outside  the  courtroom 
pondering  how  his  bustling  newsroom  | 

of  student  journalists  could  be  consid-  j 
ered  anything  other  than  a  newsroom.  j 
“Medill  has  been  doing  journalism  in 
the  real  world  for  90  years,”  Lavine  | 
said.  “We  have  the  third-or  fourth-  j 

biggest  newsroom  in  the  city.”  | 

Prosecutors  in  the  hall  offer  a  t 

different  argument.  ' 

“If  I  ever  leave  the  state’s  attorney’s  i 
office.  I’m  going  to  become  a  defense  ! 
lawyer  and  use  'journalism  students’  to  i 
do  all  my  research  so  it  will  all  be  ! 

protected,”  one  prosecutor  said.  | 

Over  the  past  10  years,  Protess  and  j 
his  students  involved  with  his  Medill  ! 
Innocence  Project  have  uncovered 
evidence  that  freed  11  men,  including 


five  on  Death  Row. 

The  Cook  County 
State’s  Attorney’s  office 
has  sometimes  accepted 
the  work  of  the  Medill 
students.  But  over  the 
years,  fnction  has 
developed  as  some  of  the 
prosecutors  have  felt  their 
work  undermined. 

Protess  feels  this  is  the 
state’s  attorney’s  office  taking  revenge 
for  his  students  undoing  so  many  of 
their  convictions.  For  close  to  two  years 
now,  instead  of  discussing  whether  to 
free  McKinney  based  on  interviews  the 
‘students  obtained  with  witnesses  re¬ 
canting  their  testimony,  the  discussion 
has  been  about  whether  the  state  can  get 
force  the  students  and  professors  to  turn 
over  more  information. 

The  students  coordinate  to  varying 
degrees  wath  the  criminal  defense 
attorneys  representing  the  men  behind 
bars  and  that  is  in  issue  in  this  case. 

How  close  can  the  coordination  get 
before  it  crosses  the  line  from  student 
journalism  to  the  students  serving  as 
unpaid  “investigators”  for  the  attorneys? 

In  McKinney’s  case,  Protess  and  the 
students  say  he  has  served  32  years  in 
prison  for  a  niurder  he  did  not  commit. 


The  students  never  published  any 
stories,  turning  over  the  results  of  their 
research  to  McKinney’s  attorneys. 

Prosecutors  say  that  makes  them 
“amateur  investigators”  and  their 
research  should  be  subject  to  the 
same  discovery  procedures  as  other 
investigators  —  not  just  interviews  with 
witnesses  that  indicate  McKinney’s, 
innocence  but  videotapes  of  interviews 
that  might  bolster  the  prosecution’s  side. 

Judge  Cannon,  a  former  prosecutor 
well-rated  in  surveys  of  her  fellow 
attorneys,  has  seemed  to  side  with  the 
prosecutors  in  her  comments  from  the 
bench,  though  she  has  tried  to  solve  the 
case  without  ruling  so  far  on  the  big-tick¬ 
et  issue  of  whether  student  journalists 
are  journalists  under  the  state  shield  law. 

“Does  having  a  Website  make  you  a 
journalist?”  Cannon  asked  rhetorically. 
“Does  going  to  journalism  school  make 
you  a  journalist?  I  cannot  even  fathom 
what  is  going  on  in  Evanston,  Illinois, 

right  now.  I  would  hope  that 
for  $50,000  a  year  they  are 
doing  something  beyond 
interviewing  people  on 
30-year-old  murder  cases.  1 
think  parents  should  be  con¬ 
cerned  that  homework  as¬ 
signments  are  being  given  to 
attorneys  and  we  don’t  even 
know  what  those  homework 
assignments  are.” 

“I  hope  her  remarks  are  just  off-the- 
cuff,”  Lavine  said,  adding  that  the 
prosecutors  should  be  looking  at  all  the 
doubts  raised  about  the  testimony  used 
!  to  convict  McKinney  32  years  ago 
i  instead  of  trying  to  get  a  look  at  the 
students’  grades  and  e-mails:  “What  you 
should  be  focusing  on  is  what  happened 
in  ’78,  before  these  students  were  born.” 

But  the  prosecutors  argue  that  they 
have  a  right  to  comb  through  Protess’ 
e-mails  to  the  students  and  their  grades 
to  see  if  students  feel  pressure  to  find 
j  evidence  of  innocence  or  ignore 
I  evidence  of  guilt  to  get  better  grades. 

I  Will  Cannon  rule  that  the  journalism 

j  students  must  take  the  stand  to  answer  such 
j  charges?  The  next  hearing  is  Sept.  22.  a 


Abdon  M.  Pallasch  is  a  reporter for  the 
Chicago  Sun-Times. 
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